THE MARKET 
As one of the most diverse companies in the 
world, 3M can justifiably claim that the world is 
‘ts market and its business is ideas. The company 
manufactures and markets 50,000 products across 
M technology platforms ın 200 countries around 
the globe. In the home, workplace, school, 
hospital, street and on the move ~ 3M products 
are everywhere, For more than 100 years, 3M has 
continued to turn dea after idea into commercial 
reality. Iisa lender in almost all jts markets 
and has even created entirely new markets such 
as Post-it” Notes in 1980. 

‘As the company's technology base has 
expanded, so have its business areas and products 
The list is vast and varied: adhesives technology 
‘hat helps bond panels in vehicles and airplanes 
microreplication technology for performance 
abrasives, brightness enhancement films and 
reflective road signs; and pharmaceutical and 
bioscience technologies used 1o create life-saving 
drugs and drug delivery systems 

Not only in the Philippine's, but globally, 
IM's success comes from its ability to apply i 
capabilities to provide solutions to customers 
problems. 3M's unique culture enables and 
encourages ns employees to explore and identify 
what people need, For many years, the company 
has set itself an ambitious target of deriving 30 
percent of sales revenue from 
products introduced in the 
previous four years 

IM achieved worldwide sales 
in excess of USSI6.1 billion in 
2001 and a net income of USSI.7 
billion, Over 71,000 employees 
across the lobe contribute to this 
success and each year some 
USSI billion is invested in 

esearch and development, 

AM's corporate headquarte 
are in St Paul, Minnesota, 
whereas the company has 62 
principal locations outside the 
Us. 

‘While 3M faces competition in many of its 
parkets, its scale and scope mean that no single 
company competes head-to-head with IM. 


ACHIEVEMENTS 
IM's achievements during its 100-year history 
have not been confined to the development of 
groundbreaking products. Right from the outset 

innovation has been a driving force in 3M'S 
evolution and success. The company's reputation 
for innovation is demonstrated by the recognition 
given by the media, peer companies and public 


0 


bodies. 3M has been described as an “ideas 
factory” by US News and World Report and 
“synonymous with innevabon” by Fortune 


magazine 

Also, with the theme of “A Century of 
Innovation”, 3M has launched a series of 

i-of-us-kind products covering a wide 
spectrum of uses. Just ike the pioneering 
IM Digital Wall Display, which won the 
2001 Sunding Ovation Awad by 
Presentation Magazine. This brilliant 
innovation offers a specially designed all- 
imone presentation solution perfect for 
‘verything from business presentations to 
classroom lectures 

For over 100 years. 3M has vigorously 


atti 
development 
protection, social responsibility 
economic progress. In 1975, 3M was one 
the first 

mal 


af 
preventing pollution 


wistorY 
The story of how a small, struggling mining 
‘company came to be one of the most respected 
and diverse companies in the world i one infused 
with dogged determination, 
The Minnesota Mining and 
Manufacturing Company was 
formed by five businessmen in 
1902. When the mineral deposit 
they had intended to mine turned 
out 10 be almost useless, the 
company nearly failed. But the 
persistent founders did not give 
Instead, they closed the mine 
and bought in abrasive minerals 
from another source 10 make 
sandpaper. The introduction 
of Wetodry™ waterproof 
sandpaper gave them the 
breakihrough they needed. It 
revolutionised the sandpaper 
industry and represented the first in a continuous 
low of products that ave literally 
transformed the way peopl live and work. 
and changed the nature of competion 
in many markets 
At the stant, the company was shaped 
by William McKnight’s leadership. He 
joined in 1907 as assistant bookkeeper, 
went on to become president and the 
first chairman of the board and had 
enormous influence on the company 
Along the way other pioneering 


i 


individuals have broadened the company’s parh. 
For example, in 1925, Richard Drew came up 
with the idea for masking tape and the Scotch!™ 
Tape product line was bom, Scotch™ Transparent 
Tape was also Drew's brainwave, 

Product innovations in the 1940s ranged from 
non-woven materials to sound recording tape, 
whieh revolutionised the entertainment industry 
3M stock was listed on the New York Stock 
Exchange for the first time in 1946, 

New products have continued to be the 
company's lifeblood. These include 
breakthroughs such as Scoteh"™ Magnetic Tape, 
enabling the first recording of television pictures 
in 1957; Steri-Strip™ Wound Closures; Data 
Cartridge technology which revolutionised 
computer data technology; the word's first CFC- 
{hoe inhaler; and recently a brand new Digital Wall 
Display for use in public and private sectors. 

Today 3M belongs toa small elite of just three 


percent of US companies that have been in 
business for 100 years. 
‘THE ProDUCT 

Despite the fact that 3M is not an FMCG 


company and only 15 percent of 3M’s global 


business is in consumer products, its brands 
are widely recognised. This strong brand 
portfalio, built on robust technology 


platforms, continues to flourish through the 
creation of new brands as well as the extension 
sand renewal of tried-and-tested brands 


Many of the world’s best known home and 
office brands belong to 3M, including Post-it 
Scotch-Brite", Scotch* and Scotchgard™. The 
CCommand™ Adhesive range spans from hooks 
and decorating clips wo picture hangers and poster 
i’chprnt™ is a leading brand for fleet 
aphics and on-premise advertising; and 
Scotchlite™ fabric i the top choice for reflective 
‘material on children’s clothing and trainers. 

In healthcare, innovations like the Littmann ™ 
brand are top sellers while Volition™ Fiber Optic 
Network Solutions is the first fibr-structured 
system that isa viable cost competitive alternative 
to copper. 

Launched in 2000, Vikuiti™™ brand is one of 
3M's most promising new brands. Harnessing the 
power of light, Vikuiti™ Display Enhancement 
improves the clarity and impact of 
displays, Such improved readability brings 
‘massive opportunities for the product in the new 
digital world of laptop screens, LCD monitors, 
mobile phones, PDAs and other handheld devices 


RECENT DEVELOPMENTS 
As the company enters its second century, several 
strategie global initiatives 10 accelerate growth 
have been implemented, notably the Six Sigma 
concept to analyse and in turn reduce the lead 
time of new product development cycles. 3M is 
aggressively pursuing market penetration in its 
international activities, Innovation continues to 
be its main vision and a constant and consistent 
flow of new products is targeted to deliver 10 
percent of sales every year 


In addition, 3M is acquiring companies 
speed its expansion into high growth markets and 
leverage its global reach and capabilities. In 2000, 
for example a billion dollars in sales was added 
through acquisitions, from ESPE in dental 
products, Quante in telecoms, Robinson Nugent 
n electronic interconnection to the recent 
acquisition of Dynapro on computer touch pane! 
market and Coming Precision Lens- the largest 
‘worldwide manufacturer of lens systems for rear 
projection televisions, which project 3M will have 
phenomenal growth in coming year. 


PROMOTION 
The 3M brand with its distinctive red 3M Jogo is 
a precision asset and if a price tag could be put 
on u today i would be worth billions of dol 

Vet until the 1950s a variety of designs appeared 
in advertisements and on packaging. with spel 

range from 3-M 10 Three M. Then a new 3M 
logo was introduced. It caught on with 3M 


marketers- so much so that many created their 
By 1961, 3M was a major international 


corporation, suffering from an identity crisis as a 
‘result of its spread of 27,000 products. A New 
Vork design agency set about creating a definitive 
Jogo. The outcome was a flexible design with 
fewer than four variations, mended to replace 
‘the 28 variations that had crept ino use by then 
Packaging was excluded from the reviews as 
management felt the range too diverse for an 
unfilled design concept to succeed. Four years 
later another agency was given that ash 
but failed to establish any visual 
ity. The number of logos 

packaging 
ied. 
in 1977, 3M embarked 
on phase four in the 
evolution of its loge 
Siegle & Gale, a New 
‘York design firm, came 
up with a simple 
recommendation to use 3M as the 
umbrella identity with a single red 
trademark for worldwide use. A quarter of a 
century on, all packaging and media advertising 
for the company’s wide range of products still 
cary this trademark 


BRAND VALUES 
3M is viewed by customers as an authority brand 
‘with a reputation for quality and 

trust. Those who know 3M 

best see it as a diversified 

technology brand with an 

exceptional ability to combine 

diverse technologies in new ways 

to solve problems for 

customers. Through its 

expertise, 3M is able 10 

consistently develop and 

deliver peactical and 

ingenious solutions that 

help customers succeed 


THINGS YOU DIDN'T KNOW ABOUT 
am 


O The three Ms in 3M stand for Minnesota 
Mining and Manufacturing Company. 
O When Neil Armstrong made his ‘small 
‘step’ on 1o the moon in 1969, he was 
‘wearing space boots with soles made of 
synthetic material manufactured by 3M. 


© 3M has helped laptops become smaller 
and lighter by providing multilayer optic 
films that create brighter LCD screens, s0 
‘that smaller batteries are required. 


© Many 3M products have come about 
‘through chance. For example the Post-n* 
Note was developed by Art Fry, a 3M 
scientist who wanted a way to semi- 
permanently mark his hymn book in 
‘church and uscd a “low tack” glue which 
had been discovered a few years earlier. 


O 3M and Nike teamed up to create the 
Shoes Michael Johnson wore at the 
Sydney Olympie games, His shoes were 
made with 3M™ Reflective Material that 
incorporated 24-carat pold. 

O The 3M SelfCheck™ System, which 
plays an integral part in optimising the 
handling, processing and security of 
ibrary materials, is widely used in public 
and private libraries 


A-1 DRIVING COMPANY, INC. 


THE MARKET 
More than half of the 85 million inhabi 
the Philippines are below the age of 21 
this aye bracket, every year milhons enter college 
forthe job market, and an increasing percentage 
of them need to learn how to drive, Although 
young adults compense the biggest segment of the 
market, the demand for learning how to drive 
extends to all age groups, as people who 
experience upward mobility suddenly find 
themselves with such necessity 


One prime example of this “other” market is 
the beneficiaries of more than $ million OFWs 
(Overseas Filipino Workers). Statisties show that 
‘over 23 million relatives andor friends benefit 
from the more than 6 billion dollars remitted 
annually to the Philippines by these hardworking 
compatriots. Wit these funds, ew businesses are 
started and vehicles are purchased as upward 
mobility continues. And whether it is for private 
‘or commercial reasons, it ali starts with leaming 
the rudiments of safe and responsible driving 
The premier driving school in the Philippines 
that carries this out professionally and on wide 


scale basis is A-1 Driving Company, Ine., so 
that it caters not only to new students, but also 10 
corporate accounts (driver assessment and 
certification) as well as international inquiries 
presently 


ACHIEVEMENTS 
In stark testimony to the quality ofits services is 
he impressive number of accolades the company 
has garnered in recent years, From 2001 to 2004, 
A-1 has been a consistent recipient of the Most 
‘Outstanding Driving Schoo! inthe Philippines. 
So far in 2004 the company earned a total of 
fifteen (15) awards including the prestigious 
Who's Who In The Philippines: 2002 National 
Consumers Excellence Awards and 2004 Family 
Product Excellence Awards. There és no doubt 
A-1 is recognized by its features and services 
based on consumers opinion surveys and 
evaluation 

Such is A-1 Driving Company's repu 
for consistently producing competent, courteous, 
responsible and disciplined drivers that Ford 
Motor Phils, Nissan Phils and Honda 
Cars Alabang to mame only a 
few corporations» currently tr 
and use A-1 for their 
driving lessons for its 
personnel 


misToRY 
A-1 Driving Company, 
Inc. started operating on 
March 31, 1977 as A-I 
Armed 


Driving Academy 
with only 2 training cars - a 


1977 Volkswagen and an 


a NNi 


owner type Jeep - and a lot of determination, the 
company opened its first registration office atthe 
Guadalupe Commercial Center, Soon after the 
company expanded not only in Metro Manila but 
also to nearby provinces. In 1987, the company 
ged its name to A-1 Driving Company, Ine 
Today, with $8 company-owned branches Luzon 
‘wide and in the Visayas, and more than 100 latest 
model training cars, the company continues to 
service the needs of the growing number of 
‘demanded by an increasing population 
iber of vehicles. The teaching staff passed 
the mandatory government accreditation as 
p 
More so, they are equipped with competent 
training and experience 
On April 197, A-1 inaugurated the company 
and country’s first driving site located at Naga 
Road, Pulang Lupa, Las Pinas City, This was 
established to provide student drivers a complete 
training ground away from the traffic in the 
ropolis 
A-1 Driving Company has been and still is 
the choice of people who want to leam and 
understand driving at its best. Considered 
to be the leading driving schoo! in the 
Philippines, A-1 Driving has 
maintained its quality 
services for almost three 
‘decades and is proud to 
be one of the major 
contributors of disciplined 
and educated drivers in the 


THE PRODUCT 
To meet the nec 


public there are numerous types of course as well 
as a range of costs available. All of them take up 
one hour of the students time per day. Courses 
offered are five to seven hours of driving lessons 


For refresher students and ten to fifteen bours for 

beginners 
‘Courses available are: 

+ Special Course - with manual transmission 
in a Toyota Corolla, Mitsubishi Lancer, or 
Honda Civic. 

+ A-1 Couns- choice ofinstructor and’or brand 
new car (manual transmission) 

+ A-1 Automatic Course - with a 
transmission in a Toyota Coro 

+ AL CR-V Course 
transmission in a Honda CR-V 

* Executive Course - choice of instructor and 
or brand new car (manual or automatic); piek 
up and drop off from home or office 

* Rush Course - fve to eight hours of straight 
driving for expedient compliance 
A-1 Driving Company offers free orientation 

with the use of a driving simulator and lectures 

n Defensive Driving, Rules of the Road and 

Preventive Maimenance (multimedia presentation 

with animation). A concise driving manual 

produced by professional researchers to guide 
students during lectures. The A-1 Driver's Manual 
is also available in all branches of Nations 

Bookstore and other leading book dealers 

nationwide. Finally, the company also offers 

licensing assistance and professional driving 


RECENT DEVELOPMENTS 
Over its recently updated and modernized 
website, www.a- Idriving.com, A-1 has come up 
With a highly beneficial public service through a 
ist of driving tips that can easily be recalled with 
the acronym BLOWFATCH. Letter B stands for 
Battery, Brakes or Belts: letter L stands for Light, 
Lenks or License: letter O stands for Oil or OR 
CR; letter W stands for Water or Wipers: letter F 
stands for Fuel or Fluids: letter A for Accessories 
letter C for Cleanliness; and letter H for Horn, 
which all must be checked before driving. 
BLOWFATCH is a registered trademark of A-1 
Driving Company 

Just implemented in the third quarter of 2004 
as part of its classroom instruction is A's state- 
ofheart multimedia presentation with 


animation, providing caver grasp through astute 


will be published in the first quarter of 2008. 

On the intemational front, the company has 
struck an accord with V.LF. Asia Pacific, a 
placement company involved in the tecrurtment 
of Filipino teachers bound for the US, to serve as 
its Philippine assessor and certifier as part of the 
curriculum and prerequisites for candidates to 
hurdle 


PROMOTION 
A-1 promotes its slogan “Quality Training We 
‘Commit, Safety on the Road You Meet”. It has 


made this firm commitment a reality by 
exercising corporate responsibility. Begins 
January 2005, the company will be extending free 
defensive driving seminars far drivers of public 
lity vehicles: buses, jeepneys, taxis 
ieycles aimed at realizing ethical driving and 
‘optimized fuel consumption on a wider scale 


BRAND VALUES 
N is no coincidence then that the company chose 
the mame A-I, for it has risen above the 
competition io provide the kind of 
‘uncompromising, high quality, total package 
services that clients who become safe and 
responsible drivers have come to expect. This has 
occured to the estent that A-1 is presently 
entertaining serious inquiries from overseas 10 
improve their instructional driving needs in the 
Philippines 

In this precise regard, the company has 
flourished. bringing A-1 Driving Company Ine. 
an exponentially mereasing number of satisfied 
customers who know that a family member, a 
fiend, an acquaintance, an office mate or a 
business associate have previously given the 


ett 


gases 


company the proverbial thumbs up - meaning 
AI is synonymous with unparalleled driving 
instruction. In short, when Filipinos think driving 
instruction, they think A-1 


PRE-DRIVING CHECK-UP 


as You 
A-1 DRI 


N'T KNOW ABOUT 
NG COMPANY 


O Emesto G. Garcia, 1's founding futher, 
was himself a driving instructor who 
worked a second job in sles. It was 
through hard eamed sales commissions 
that he started A-1 in 1977. Edna C. 
Garcia supported her husband in the 
‘ministrative capacity of the company 
during its pioneering years, and their 
teamwork catapulted A-1 Driving 
Company to where it is today. 

O The original two training cars of the 
company. the Volkswagen and Jeep. are 
still in A-1 running condition and 
presently being used by the company. 

© British Petroleum Philippines Inc. 
(Formerly Castrol), Pfizer and Car 
have all made A-1 Driving ther official 
Driving Assessment Company. 


ALASKA MILK CORPORATION 


market growth - spurred by this mounting 
awareness as well as a burgeoning population 
has inevitably antraciet competipon. But none can 
‘compete with the wust in quality and value for 
money of the Alaska name, 


akeen awareness among Filipinos about both the 
nutritional and health-giving benefits of milk. 
This is because the domestic daily per capita 
consumption was substantially below nutritional 
recommendations and milk was far from a 
common component in the Filipino diet when 
Alaska first commenced operations and began 
importing milk products more than 30 years ago 

‘In those days, prices, plus a lack of awareness 
‘ofthe nutritional value of milk products inhibited 
the market. The introduction by Alaska of locally- 
produced evaporated and condensed miks (ihat 
substituted anhydrous bunerfat with indigenous 
Vegetable oils) effectively lowered both costs to 
produce, as well as retail prices, of milk. The 
effect was a steady market growth 

Today. milk has become an indispensable part 
of the local diet as Filipinos have come to be 
convinced that milk is not only health giving. 
Tastes very good. For more than 20 years now 
Alaska has been the market leader in milk 
products and continuously educates Filipinos as 
rks vital role in the human diet. The result 


ACHIEVEMENTS 
Alaska maintains its leadership position by 
constantly adjusting to shifting market trends 
From the initial but ever-popular canned 
‘evaporated and sweetened condensed milk 
throughout the years its range of products has 
diversified considerably 

Alaska also pioneered the introduction of 
Utra Treated milk ithe the 


eliminate 
microorganisms, allowing an extended shelf life 
exen at room temperatures Despite treatment, the 
rik retains not only essential vitamins, minerals 
and calcium, but also his rich, creamy taste 
The Alaska Power Camp is a significant part 
of the company’s Sports Development Program 


and has Basketball, Volleyball, Football and 
Karting programs. It has been cited by the 

Philippine Sportswriter” Association for 
its outstanding contribution 19 youth 
spons and development in the country, 
expecially at the grass roots level where 
At matters most 


wistoRY 
The company was originally incorporated 

1969 as Holland Milk Products, I 
‘partnership with Holland Canned Milk, 
International, the largest dairy cooperative 
in the Netherlands. In 1972, the company 
first produced “Alaska” liquid canned 
milk by substituting anhydrous butterfat 
with indigenous vegetable oils while 
maintaining a eutritionally comparable 
product at a locally acceptable rice. 

In 1975, the Marikina Dairy 
Corporation (then owned by the 
Australian Dairy Corporation) became a 
shareholder in the Company. The 
‘equipment from that plant was later 
relocated 10 Cebu to strengthen the 
business in the growing Visayas and 
‘Mindanao markets. By 1976, the Alaska 
brand had become the market leader, a 
position it retains to this day. That was 
also the year the company pioneered UHT 
aseptic packaging in the country in 
conjunction with Tetra Pak. A line of 
Navored milks and frun juices was then 
initially launched 


POWDERED FILLED MILK 


As consumer preferences shifted from liquid 
Yo powdered milk, the Company astutely 
expanded in 1982 imo spray-drying facilities to 
manufacture powdered milk. To capitalize on 
‘management synergies and efficiencies, the 
Company merged with General Milling 
Corporation (one of the Philippines largest food 
companies in 1988 and continued as an operating, 
division for over six years. Finally, in September 

1994 the division was spun off and 
incorporated as the Alaska Milk Corporation, 
‘capitalizing on the high recognition ofthe Alaska 
brand 


THE ProDucT 
To the majority of Filipinos, Alaska is milk and 
vice-versa - with products requested by name as 
if they meant the genetic term "milk". The 
following variety of Alaska milk products allows 
all sectors of a diversified market to be served! 
+ Alaska Evaporsted and Sweetened 
Condensed Filled Milks (now in Easy Pour, 
250ml tetra “briks”) 


+ Alaska Evaporada (Byaporated) Liquid 
Creamer and Alaska Condensada 
(Condensed) Sweetened Condensed Creamer 

+ Alaska Powdered Filled Milk 

+ UHT Ready-to-Drink Milks in Fresh, Slim 
and Choco Mavors/types 

+ Alaska Hi-Cal Powdered Milk and Alaska 
Crema All-Purpose Cream 
‘Alaska also markets canned milks under the 

Frisian Gir) label. The most popular item, 

particularly in the provinces, is easily Alaska 

Evaporated Milk. Not only widely used as an 

additive to hot and cold beverages, this milk has 

become a standard ingredient in many Filipino 
recipes, Alaska Sweetened Condensed Milk also 
retains its popularity as a quality, ood:-tasting 
product, The highly popular Alaska Powdered 


Fil 
trust and recognition, with histor 
sales achieved on a yearly basis 

‘Atte top end of the market, the UHT liquid 
milks Alaska Fresh and, for the dit-conscious, 
Alaska Slim (with 98 percent fat content 
removed) have become very popular, while 
Alaska Choco, with its cheerful packaging. has 
‘become the favorite drink of children 


RECENT DEVELOPMENTS. 
Major developments in its most recent decade of 
‘operations include the forging of an agreement 
‘with the giant Nabisco group in 1997 The accord 
gave Alaska the exclusive marketing rights of 
Nabisco products throughout the Philippines 
Having this distribution fully under its control 
‘enabled Alaska to obtain a similar agreement with 
Quaker Oats, whose products demand the 
addition of mil 

Alaska has long been recognized as a staunch 
supporter of a healthy lifestyle through 
participation in sports The company sponsors 
Power Camp, which hosts thousands of children 
a year ~ allowing them to participate in Alaska- 
sponsored tournaments and clinics in basketball 
volleyball, football and karting 


PROMOTION 
Alaska is perennially conscious and actively 
involved in brand building. Towards this end, it 
conducts regular and well planned tr-media 
“campaigns for its prostit Local superstars fram 
the entertainment world are often used. the latest 
example featuring popular “diamond” star 
Maricel Soriano in a catchy Alaska Powdered 
Milk TV commercial 

Apart from media c 
utilizes its basketball 
ck 


ublicty outings th 
crowds and em 

company's products Alaska is always awan 
‘the valuable contribution made to Hs success by 
retailers and thus works closely with them 10 


assist in promotions and displays that enhance 
sales 


BRAND VALUES 
Alaska has worked meticuously to achieve the 
brand recognition it enjoys, Steadfast adherence 
to quality and competitive pricing has resulted in 
Alaska’s being recognized, respected and widely 
patronized by the buying public. Simply put, 
consumers place their utmost trust in Alaska milk 
products, 

The brand Alaska exudes the image of clean 
and healthy living. Having a wholesome and 
highly competitive basketball team means the 

sme “Alaska” is frequently heard in many livel 
y-tosday conversations of Filipinos across the 
tion, When any milk product carries the name 
Alaska, people expect it not just 1o be good, but 
outstanding. And being the Superbrand that itis, 
Alaska never lets them down: 


THINGS YOU DIDN'T KNOW ABOUT 


O The main plant in San Pedro, Laguna, sits 
on 7 hectares of land. 


O The Liquid Milk plant is capable of 
producing and canning 180 million Iers 
of milk per day - enough to fi nearly 
2,500 average-szed swimming pools 

© The Powdered Milk plant is capable of 
producing 2.500 kilograms per hour. This 
means that one full day's production is 
equal tothe combined weight of nearly 
850 average adult Filipinos. 

O A television commercial of a litle boy 
playing basketball with Cisco Oliver and 
the catch line of “Galing mo, man" was 
produced and shown in 1976, It thrust 
‘Alaska into the number one market 
positon, and amazingly, the commercial 
stil emerges as a sterling example in 
‘consumer research today. 


THE MARKET 
The Philippines" beer market has been substantial 
ever since the end of the 19th century. But it was 
not until January 27, 1982 that the domestic beer 


‘manufacturing industry was joined by Asia 
Brewery Incorporated (ABI). Prior to then the 
Filipino beer drinker did not have much choice 
because of the heavy dominance of a single 
locally manufactured brand, And so it was, with 
the advent of Asia Brewery in 


82 that domestic 
consumers were bequeath a wider selection of 
ber brands and types to choose from 

This was very good news for Filipinos, who 
are irepressbly sociable. Every day after Work 


millions and millions of 
Filipinos gather around thousands of Karaoke 
bars, beer gardens, karenderias (eateries), sari- 
sari (small) stores and even street comers wih 
makeshift tables and benches, to relish their beer 
accompanied by pulutan (the local word for food 
to munch on while drinking). lau 


M is no wonder that since its inception nearly 
23 years ago, ABI has grown exponentially and 
Tow gamers a respectable percentage of the total 
beer market. 


ACHIEVEMENTS 
Asia Brewery, Inc. (ABI) came into a market that 
had long heen dominated by a monopoly Through 
its consistent marketing technique of offering top- 
quality products at prices affordable to the mass 
consumer, nt has succeeded in rupturing the beer 
market monopoly 


he Philippines. 
Tts flagship beer, Beer Na Beer, in its first year 
of participation was awarded a gold medal in the 
prestigious 1999 Monde Selection, one of the 
World's most grueling tests of product quality 
ABI's Cabuyao Plant in Laguna province is one 
fof the biggest and most fully integrated plants in 
Southeast Asia. Aside from the brewery, its 


complex has facilities for glass manufacturing. 
plastic crate production, corrugated carton and 
bottled water production. The company's second 
brewery in EI Salvador, Misamis Oriental was the 
first brewery in the Philippines to be set up in 
Mindanao, it boasts of fully computerized 
brewing and bottling facilities 

Absolute Distilled Drinking Water, one of 
ABI’ three bottled water brands, is the Fist 
bottled water product in the Philippines to have 
been tested and certified by NSF Internatio 
the most widely recognized 
independent organization for public health safety 
in the world 

To underscore Asia Brewery Inc.'s formidable 


production capacities, two leading US brewery 


ASIA BREWERY 


INCORPORATED 


giants ~ Anheuser-Busch, Inc. of St. Louis, 
Missouri and Siroh's Brewing Company - have 
active partnership agreements with ABI for the 
brewing and distribution in the Philippines of their 
respective beer brands: the world's best-selling 
beer, Budweiser, and Colt 45 Malt Liquor. 


Asia Brewery Incorporated was bom out o 


the 
an, Mr. Lucio Tan, The company 
officially began operating withthe inauguration 
7, 1982. That 
‘same yea, introdced its first beer product, Beer 
Hausen. This was quickly followed by Max 
Premium Beet; and in 1984, Manila Beer made 
‘ts debut. Over the next few years the three brands 
combined can be credited with having comprised 


ofits Cabuyao Plant on January 


the company’s initial major source of growth, 


even as they are no longer active today 


Tm late 1987, ABI entered its first international 


tie-up with workt-renowned brewing company 
Carlsberg International A/S of Copenhagen, 
Denmark, paving the way for the development 


se premum sector of the local beer market 
Another major breakthrough came in 1988 when 
the company introduced Beer Pale Pilsen, now 
popularly known as Beer na Beer. The new brand 
was meant to challenge the market leader through 
its high quality and attractive pricing strategy 
Beer na Beer quickly established itself as the 


second biggest brand in the market 
in 1991, as the company was at the cusp of 
entering its second decade of oper 


inaugurated is second brewery in El Salvador, 
about 20 kilometers west of Cagayan de Oro City, 
Misamis Oriental province in the southern region 
of Mindanao, 

water business, ABI adroitly penetrated the 
market, opening its own bottled water plant in 
1992. It first entered the mineral water segment 


i the growth potential of the bottled 


wih Summit Natural Spring Water. To 
complement Summit, the company quickly 
followed this up with he introduction of Absolute 
Distilled Drinking Water. These moves have led 
to Ali's impressive market share of the drinking 
water business. Continuing its diversification 
ABI introduced Q Shandy in February 1995. 
Shortly thereafter, the company entered into 
licensee agreements with global breweries, in the 
process paving the way for the local brewing of 
‘obal brands. In April 1995, ABI introduced Colt 
45 Malt Liquor through a partnership with G. 
Heilman Brewing Company (now Siroh's 
Brewing Company). To cap the company's 
international line-up of beers, Budweiser, the 
King of Beers", was introduced to the 


PROMOTION 
Apan from media 


with ABI's vast range of 


Sires in Makati, to Oni 
M. 


a City, ABI targets 
ular Meio Manila 
particularly 


Drinking W lable in order to quench the 
THE PRODUCT ABI’s drinking wate Absolute refi 
Beer na Beer Distilled Drinking Water, Summit Natural Sp 
This was introduced to chal arhonated Summi € x 
leader, and Beer na Beer h alone-free and 
itself among local b 8 who look f in n 105 YOU DIDN'T KNOW 
high-quality beer at an as x ASIA BREWERY 


packaging 


Budweiser 
Budweiser, “The Ki 


ing and di 
introduction in December 1996. lis po ie Philippines of their 
3 world's. best-selling 


Budweiser, and Colt 45 Malt 


name, international image and n 
helped move the brand to a dom 
the local pr seer market 


THE MARKET 
Like other tropical counties the Philippines is 
which are 

The top 
two on the list are mosquitoes and cockroaches 
‘Mosquitoes are capable of spreading both malaria 


prone 10 an excess of insects, many 
pesky and pose health risks to humans 


and the more deadly dengue. And even when 
mosquitos do not carry a particular disease, the 
common reaction of scratching mosquito bites can 
Tead to allergies infections, particularly among 
children. 

Cocks 


such as hepatitis, 


leprosy, bubonic plague 
dysentery, and diarrhea. I is because of this that 
Baygon emerged usa timely product, meeting a 
tremendous need when it was introduced 1 the 
Philippine market in 1977, 

Bayon effectively kilis mscts, both seen and 


guaranteed safe and This is 


modem insecticides, therr 
agents and desired effects 


Specifically, these 


Scientists have evolved 
pyrethroid agents almost 
to perfection by following 
the principle, As Little 
Agent As Possible - As 
Much Effect As Nesded. 
These agents have become 


the active and operative 
Ingredients in 213 century 
Baygon brand products, 
now uved globally in over 
a hundred 

Due 


their highly specific effectiveness and 


as pesticides in agriculture 


horticulture and forestry, as well as in the 
domestic, hygiene and veterinary sectors, The 
WHO (World Health Organization) and FAO 
(Food and Agriculture Organization), both UN 


given the robust 
growth of a population projected to 
end of 2004 (and growing at an 


ACHIEVEMENTS 
Since its introduction into the 


Baygon has 


ouschold word when it comes 


Philippines Baygon products are 
anufactured by S.C. Johnson & 


Incorporated, in Makati City 
under conse and hy authorization 
of SC. Johnson & 


Incorporated o Racine 
Wisconsin, USA 


From expericace consumers 


are firmly convinced that Bay 
are of the highest quality 


product 


‘eth proven, superior efficiency. It 
is because of this that Baypor 


control market in the Philippines ~ dominating 


shares in the aerosol, liquid, and electric 


cements 


wistorY 
Baygon was intially developed to solve a medical 
problem. Chagas’ Disease, a deadly infection 


had been 
discovered in 1908 by Brazilian physician Carlos 
Chagas. This disease w 


e parasite named Trypnosome entered the 

blood via a bug bite. H then rapidly reproduced 

ed numerous organs and the 

nervous system before resulting in 
heart failure. 

in 196 


a landmark wa 
accomplished with the invention 
of Baygon, 


a broad spectrum 
imsecticide that effectively dealt 
with the Triatoma bug and all 
other insect pests, both of the 
crawling and the fying varieties. 
Prior to this, ali other insecticides 
had lite effect on the robust bups, 

M was in 1977 that Baygon 
emered the Philippines through 
the Bayer Household and Hygiene 
c produet 
imiroduced imo the market was 
Baygon Liquid Spray, followed 
immediately by the 


oup. The first 


rool, The 
brand was so successful in ns first 
decade that in 1987, Bayer 
decided 10 form a 


separate 
division to handie Baygon and the 
other consumer goods. Bayer 
Consumer Products was born, 
immediately followed by several 


new product introductions and 
Baygon 
Baygon 


alliances 
Coil and 


Mosquito 


Electric Mosquito Repellants and 
Mats were introduced in 1988. 
1991 


witnessed the 


Baygon Fly Paper, Baygon Fly 

wi Baygon Cockroach Bait 

A year later, Baygon 24-hour 
Bait Station 


Cockroach was 


introduced. In order attain 
instant brand recognition and 


highlight Baygon’s leadership in 


the market, the now familiar V 
logo design was introduced in 
1993, In 1994, Baygon introduced 


the water-based aerosol and liquid 
sprays 

A major breakthrough occured 
in 1997 with the introduction of 
Bayothrin, developed from the 
family of pyrethroids 


1 was 
proven to be more effective in 
elimi 


ing all flying and crawling 
Insects even at low concentration 
levels. M was also the fint 
ingredient 10 be environment 
disintegrates and therefore does not accum 


endly because it was biodegradable (naturally 


THE PRODUCT 
aygon has an extremely comprehensive range 
‘of products for just about every need and 
affordability evel 
Enumerated herein are the types of products 
Baygon has to offer, and their specific uses 
+ Baygon Flying Insect Spray, for Nies 
mosquitoes, moths and wasps 


* Baygon Crawling Insect Spray, for ants, has, 
crickets, beetles, mites and cockroache 
silverfish 

+ Baygon Crawling Insect Spray/Disinfectant, 
for ants, fleas, cricket, beetles, wood: ce 


mies, cockroaches, silverfish and bugs 


* Baygon Crawling Insect Spray. for ants and 
cockroach 

+ Baygon Ant Bait Station, for amts 

* Bayzon Cockroach Bait Station, for wood- 
lice, cockroaches, silverfish 

+ Baygon Ant Powder, for ams 

* Baygon Moth Paper, for ch 
larvae, cabinet beetles, and carpet beetles 

+ Baygon Moth Bag. for clothes moths, moth 


ss moths, moth 


larvae, cabinet beetles, and carpet beetles 

aygon Genius Electric Liquid Vaporizer for 

mosquitoes 

in the Philippines the majority 
population lives in houses that have neither insect 
screens nor air-conditioning. There 1s therefore a 
treat demand for methods of killing mosquitoes 
and providing continual protection against 
Insects intrusion over long periods of time at an 
affordable cost, and the company has provided 
the solution with the Baygon Mosquito Coil that 


of the 


comes complete with a Coil Holder. The coil is 
lit and allowed to smolder. The smoke given off 
has an inoffensive odor, but contains the fast 


action Bayothrin that causes instant death for 
‘mosquitoes. The odor is also designed to have a 


repellant effect. This product's extreme popularity 
n its comprehensive availability 
‘throughout the Philippines 


is evident 
supermarkets to small, family-run sari-sari stores. 

Baygon Aerosol Sprays are in Kerosene 
Based (KB - Green) and Water-Based (WB 
Blue). Baygon Aerosol WB formula has a 
pleasant odor and i deal for delicate areas such 
as bedrooms, nurseries. and dining areas, The 
Baygon Aerosol KB is ideal for the hard-working 
parts of the house 


uch as the kitchen, cooking 
areas, under the sinks and storage rooms 


For the cost conscious market, the 


Liquid Insect Spray is a popular product because 
of its more economical price and the fact that H 
ss as the 


Delivery though is achieved using a 

hand-operated Bay pon spray pun that s refillable 
The bortom line is that Rayo has the widest 

assortment of insect control products 


PROMOTION 
Baygon uses extensive multimedia advertising 
and promotional campaigns — from traditional 
media like television, print and radio ~ to où 
channels such as cinema. o 

purchase advertising. Baygon also uses heavy 


and consumer promotions as well as public 


service campaigns 
Baygon's advertising has matured over the 
years In the 1980s emphasis was on how effective 
Baygon was as an insect killer. That was why the 
brand's advertising was “Rambo-type". which 
highlighted Baygon’ Triple Killing Action. In: 
1900, there was a subtle change to Baygon's 


advertising approach. The superwoman character 


ted to highlight Baygon's efficacy in 
kiting insects 

But eventually it was determined that Baygon 
no longer needed to demonstrate the produet 
effectiveness by showing dead mscets. By then. 
the consumers had already known the products’ 


superior efficacy from their own experiences. A 


Rygon 


Baygon 


gian to elevate Baygon's 
advertising using a more caring and emotional 


approach Baygon was thus depicted as a family 


leap was made 


friend, protecting them and keeping their good 
health. Baygon's image was transformed from a 
RAMBO, toa SUPERWOMAN, then to a caring 
MOTHER 


BRAND VALUES 
Baygon means superior efficiency, No other 
product comes close 10 is performance and 
effectiveness. Baygon's state-of-the-art 
technology and expertise in the elimination of 
insects are simply superior to that of competition 
Consumers have developed extreme trust in 
Baygon to relieve them of their problems with 
insects and Baygon never lets them down. 
Baygon is identified on a widespread basis as 
protection for the family. When a brand name 


identification, it effortlessly fits into the mold of 
being a Superbad. 


O Pyrethroid agents, the active ingredient 
used in Baygon products, are 
exceptionally specific. For this reason, 
the toxic action on humans and other 
warm-blooded creatures is a super 
impressive 1,000 to 10,000 times lower 
than on insects. 


O The German Institute for Protection of 
Consumer Health and Veterinary 
Medicine (BgVV) confirms that to date 
‘no cases of chronic and irreversible harm | 
have been caused by the active 
ingredients used in Pyredhroid agents. | 


THE MARKET 
The construction industry in the Philippines has 
not been a high-growth market since the regional 

ie downtum of 1997. As a consequence, 
ali sectors of related businesses have been 


affected. including paints for the housing industry 
Pacific Paint (Boysen) Philippines, Ine. breaks 
‘the mold in this respect. While other big 
ave closed shop or abandoned manufacturing 
and sales operations in the Philippines, the Boysen 
brand has exhibited sustained success and has 
heen the country’s premer brand foe 
coatings, 
Due to the confidence and trust Boysen has 


hitectural 


built over four decades, Boysen Paints is the 

m 

esigners, contractors and homeowners, Boysen 
rough an extensive network of about 

s and sub-dealers nationwide. This 


d brand of architects, engineers, menor 


1,800 de 

s-reaching and comprehensive reach allows the 
‘company to deliver its premium quality products 
to many areas in the Phil 


a selling edge over the competition. 

The company operates the biggest and 
modern paint manufacturing facility in South-east 
Asia to date, With its enormous 


manufacturing capacity, Boysen 
has been able to expand beyond 
the local market and gain 
produet acceptance abroad. 


ACHIEVEMENTS 
The company celebrated its $0dh 
anniversary in 2003, Since the 
satly 1970s, Boysen has been the 
leding brand inthe Philippines 
and has consistently maintained 
its position as market leader in 
the paint industry 
Boysen was the ist to introduce mercury free 
latex pains in the Philippines in the late 1970s 
Leading the way in the development of 
environment friendly pants, Boysen was the first 
company 1o introduce a water-based lead free 
(Primeguard) and a water-based 


BOYSEN 


? 
| The No.1 PAINT 


în 2001 


The Coatings Agenda Asia-Pacific 
ranked Pacific Paint & Oi! Manufacturing, Ine 
the company’s former name, $8th among the 


‘world’s top paint makers 


wistoRY 
The company was originally 
founded in 1953 as a repacker of 
pint and lacquer thinners under the 
trade name Columbus In 1958, the 
company expanded is operations 
with the imroduction of an 
economy fine under the brand 
name Nation House Paints. In 


1960, the company accomplished 


Paints from the Walter N Boysen 
Company of Oakland, California, USA. This 
allowed the company to add a premium brand to 
lis product lines, as well as, introduce a 
comprehensive catalogue of Royscn decorative 
coatings for architectural applications. From then 
on, Hoysen confident! targeted and successfully 


essed the high-end requirements of the 
Philippine paint market. 

By the carly 1970s, the company had captured 
the tion's share of the premium quality paint 
market in the country, Since then, it has 
consistently maintained its market leadership 
positon in the Philippines, 

‘With the original Quezon City plant no lon 
able to cope with the growing demand for Boysen 
Paints. the company launched a major expansion 
program in 19K6, N set up manufacturing facilities 
inatwo-hestare Jot in Bicutan that was three Umes 
the capacity of ns Quezon City plant, When the 
company projected a capacity shortfall in 1996, 
it decided to undertake another expansion project 
to consolidate all manufacturing facilities and set 
up a new plant another three times t 
of Bicutan. 


e capacity 


Inthe year 2000, the company commissie 
a fully integrated state-of-the-art manufactu 
facility in Trece Martires, Cavite. The gargantuan 
facility is situated on a ten-hectare property and 
has a rated capacity of about 26 million gallons 
per annum. It is to date the biggest and most 
modem paint factory in South-east Asia, 


‘THE PRODUCT 
Boysen manufactures architectural 
coatings for both interior and exterior 
finishes which include latex, enamel, 
roofing paints, wood stains, lagu 
and special 
products, In addition, Boysen also = 


colorants decorative 
aries limited products for industrial 
applications like polyurethane and 
poy paints 

Boysen has been the undisputed 
market leader since the early 1970s 


because ofits premium quality, supply 
reliability, value for money, extensive 
distribution network and outstanding 
‘throughout the 


decades. 


Also 


the industry leader in product 


specifie market needs, particularly in environment 
friendly paims. The company maintains a fully 
equipped and staffed Research and Development 
laboratory that works to constantly develop new 


water-based paints free of volatile organic 
ompounds (VOCs) which are hence less harmful 
to the environment. This reflects Boysen's firm 
preservation of the 

sibility that the 


company takes very seriously. 


Tis modern laboratory constantly tests the 


Quality 


is our 


v 


+r 


strength. 
BOYSEN 


latest available raw materials and draws up new 


perties of Boysen 


formulations to improve 


Paint products. It has set up outdoor panels f 


ability ofits product 


long-term exposure 


or the quality and 


when exposed 10 the elements. This affirms 
Boy 
them the best q 


posible prices 


ality products at the lowest 


RECENT DEVELOPMENTS. 
În 2003, the company was renamed fror 
Paint and Oil Mar 

(Boysen) Philippine 
the immense goodwill the brand has generated 


amed the industry leaden 


Boysen has 


m developi 


production plant 


wherein all water and solvent liquid 

sin the plants are recycled and re 
utilized. I is also the first to have a 
completely closed production system that 


minimizes the spread of dust. These 
efforts have led to Boysen's being 
awarded the Clean and Green 
Beautification Contest (Factory 


Category) Awards in 2002 and 2003 by 
the City Government of Trece Martires. 
Boysen is 


environmental impact ofall ns operations 
from using recycled materials to 


the most ensitementaly en 

‘of accomplishing ns objectives. It aims 

to be the first Filipino paint company 10 

achieve ISO 14001 certification, the 
al standard for environment 


PROMOTION 
The bulk of Boysen's promotional 
activities focuses on continuously 
carrying out education programs and 
sponsoring conferences and trade 
exhibits of paint users and construction 


practitioners, 
oy sen generates awareness among 
homeowners and consumers through 
TV advertising and print ads in 
broadsheets and trade magazines. In 
addition, Boysen is actively involved in 
responsibility and public 
awareness initiatives, especially where 


preservation of the environment is 
The 

assists orphanages 

churches and civic organizations. Moreover, it is 


ompany 
barangays, schools, 


iavolved in the painting of street signs, bridges 
and o 
povemments and the Metro Manila Development 
Authority (MMDA). 
for out-of-school youths aimed at 
promoting employment 


asses in coordination wiih ocal 


fostering painting ski 
and ultimately doing its fair share to alleviate 


BRAND VALUES 
The Be 


sen logo consists of the bald eagle and 

The No, 1 Paint”, Together they 

symbolize undisputed leadership in terms of 
reliability, for 


quality, value for money, and 


N'T KNOW ABOUT 
BOYSEN 


as You 


O Pacific Paint (Boysen) Philippines, Inc. 
ranked number SK among the world’s top 
pint makers in the survey conducted by 
‘Asia Pacific Coatings Agenda in 2001 

| © Boysen's state-of-the-art Cavite plant 
the biggest and most modern ps 
‘manufacturing facility in South-east Asia 
10 date. 


O Boysen's Cavite plant won the Clean and 
Green Award in Trece Martires, an 
impressive award it took over other 
companies in the area involved in food 
manufacturing- | 

© The daily ouput of Boysen's Cavite plant | 
is equivalent to the supply needed for the 
painting of 25 SM Megamalls. 


& Burlington 


THE MARKET 
There ino stopping a modernizing world wherein 
sports, casual and formal wear are an 


Indispensable part of people's ives. And in all of 
person's endeavors, his or her feeling of comfort 
‘ars from the ground up -with their feet. Without 
comfortable footwear, an integral part of it being 
impossible. 
where Industries 
Philippines Inc, not only excels, but also has 
become an inextricable part of Filipinos” lives. 
As the maker of the highest quality socks for men, 
women and children, the company addresses and 
supplies an increasingly upwardly mobile society 
demanding practicality, comfort, and value for 
money from their socks. 


This is 


Bio Fresh 


ACHIEVEMENTS 
Because ofthe company's 
unwavering posture 
towards manufacturing 
with meticulous quality 
control -as well as its use 
‘of superior materials 

Burlington Philippines 


has chalked up the 
following impressive 
accolades: 


‘+ Special Award For Burlington Basketball Tips 
al the 1991 Catholic Mass Media Awards 

‘+ Most Outstanding Socks at the 2002 National 
Consumers Quality Awards 

+ Number One Socks (national), Excellence In 
Product Quality, Company Reputation, Brand 
Recognition, and Consumer Services at the 
2003 National Shopper's Choice Annual 
‘Awards 

+ 19th Annual Parangal ng Bayan and National 
Consumers Excellence Awards in 2008 

+ Burlington Philippines has also been a 


CAMP 


SOCKS 


recipient of different cit 
recognitions for its services, as well as its 
support for youth and other sports programs 


ons and 


wistoRY 
In 1967, Burlington Industries Philippines Inc 
(formerly Mil-Oro Manufacturing Corporation) 
‘was incorporated from grassroots beginnings for 
the purpose of manufacturing and marketing 
men's, ladies’ and 

children’s socks and 
accesories. Its first plant 
site was in Quezon C 
operating a mosest number 
‘of machines manned by a 
few yet highly dedicated 


‘employees. in 1993, the compa 
Adopted its present corporate name, 
simultaneously sining iis 
modernization program and in d 
process boosting its stature into the 
realm of being a leader in the industry 
Presently, the company operates fully 
computerized Haltan-made machinery. 
With its Research and Developme 
team continually adding new product 
tines and designs for an ever widening 
and growing market 


‘THE ProvUCT 
Tested technology and continuous innovation are 
integral 10 all Burlington products. Against this 
fundamental backdrop, Burlington is the 
trademark owner in the Philippines of four 
Imemationally renowned brands 
of socks, namely 

Burlington Performance 
Socks. Known for its wide array 
of men's, ladies’ (including 
stockings) and children’s socks 
Its variety of designs range from 
school, casual, formal 10 sports 

Puma Sports Socks. Another 
quality brand designed for special 
types of wear. Puma socks are 
made from high quality cot 
and are wom by select athletes. 


Its knee length football socks are favorites among 
soccer players. 

‘ally Formal Socks. The Bally formal sock 
caters 10 those with a taste for elegance and whose 
style in dressing is impeccable. People who want 
to look their hest choose Rally socks to wear 

Camp Outdoor Socks. From casual walking 
to mountain climbing or simply enjoying the fel 
of nature, Camp Outdoor Socks come in various 


styles to choose from, Camp socks cater to the 
young, adventurous and fre spirited. 

Burlington's high quality products are 
extensively distributed; being that they are sold 
all over the country and can be bought in 
‘department stores, boutiques, shoe stores and 
sporting poods stores. 


tive introductions of high tech sock wear 
characterize Burlingon’s reach ino the future. 
This year alone, two of the company's 
groundbreaking products were pioneered in the 
Country. The first was the Shock XT, an impact 
absorbing sock technologically designed 10 
prevent injuries for players who train and compete 
‘on hard surfaces. The sock wields extra thick 
shack pada, yet are light weight while cushioning 


SPORTS SOCKS 


@ Burlington’ 


the foot and protecting the knee joints and back 
Moreover, its yarn construction assists in the 


prevention of blisters and abrasion. Another 


innovation isthe engineered comfort sirip at the 
instep that alleviates shoelace pressure 
Launched in October were Burlington's 
Blofresh antimicrobial socks that help keep feet 
fresh and odor free. This ultra-modern sock has 


Bloftesh technology that combats and stops the 


growth of odor-causing bacteri 
hte foot and 


eliminating bad smell. Biofresh guards against 


‘embarrassing moments. Cotton yarn with spar 


provides both durability and the ultimate c 


fit. Embodied in these socks are technological 
achievements that epitomize Burlington 
Philippines’ 


modemization and keeping pace with people’ 


uncompromising thrust towards 


increasing sophistication and demands 


Expanding accessories line, the company aso 
recently launched Trek Gear and Impa 
prestigious ines of hags. Made of rugged material 


and long-lasting workmanship, these backpacks 


ater tothe active youth in the country, supplying 


PROMOTION 


advertising 
billboards) - to 


product endorsers include big names such as 
Norman Black, Vince Hizon, Rich Alvarez and 
Kirk Collier 

marks in the field of basketball. 


Personalities who have made therr 


because when it comes to the 


Philippines, nothing can be more promotionally 


compelling than advertising 
Burlington Sports Socks 
thru the country’s craze: 
Basketball this 


or more accurately. 
the frequency and 

that Burlington 
applies in both the 
professional and amateur 
realms simply cannot be 


matched. Consider these 
applications: 

Not only is Burlington 
The Official Socks of the 
Philippine Basketball 


Association (PBA) since 


Burlington Junior PBA Sun 
|2-years and be 
as Valenzuela, Malabon, Qu 


major presence im 


f Metro Manila such 
Makat 
ms and 


are involved, professional. collegiate u 


the kids wear PBA club jerseys while excitedly 


playing at the storied Araneta Coliseum. 


Burlington 


SHOCK AT 


agn 
RJ 


În cooperation Basketball 


ciation of the Philip 

caticement for tali players 18 years and belo 
opportunity h 

team, The result of this was 

Burlington Youth 


the RP- 
Team snatched the 


in April of 2004. This in turn qualified the team 
to go to the 1h Asian Basketball Confederation 
(ABC) junior men's 
championship held last 
September 14-23, 2004 in 


Bangalore, India wherein such 
powerhouse countries as China 
Japan, Korea and Lebanon 
mpetcd. 

Bui 
improve the state of Philippine 
sports through its sponsorship of 
tho vasiona projects of to BAP 
ports Boies 

on Philippines, 
believes that sports excellence is 
achieved sans 


gon Philippines pride: 


mributing its share 10 


leaming the fundamentals at the young age and 


v it Believing in continuous grassroots 
training, Burlingto 
coach Norman Black 


is also a major sponsor of 

Basketball Skills Camp, 

mtensive basketball 
training camp featuring many of the 


Specialized and 
sport's 
contemporary and past superstars going. from 


schoo! to impart their hoop skills to the 


BRAND VALUES 
Burling 


's corporate mission is captured in a 


nce: To provide the highest quality 

socks at affordable prices. t is in this respect that 

Burlington is The Sock authority Penod 
What's brought Buri 

embodied in us corporate beliefs, which s two- 

fola: firstly, the 


mpany has a firm commitment 
towards human resources development through 
skills training, the spirit of teamwork, and the 
maintenance of a positive work environment 
Wherein postive values and dedication 10 the 
fulfilment of responsibilities are instilled. 


nigh the application of the latest 


natant review of the production 
rell as the acquisition and use of 


processes, as 

designs and creativity 

As a result, consumers get world-class 

products that are reasonably priced. And, they de 

so with the expectation, and fulfillment, that 
Burlington “Stay 

Burlington's 


existence and succers is 
punctuated on the development of the Philippines 
Youth and citizenry. And these can be nothing else 


than the marks of an indisputable superbrand. 


THINGS YOU DIDN'T KNOW ABOUT fil 
URLINGTON 


O Burlington Philipines is 37 years old, 
having been incorporated 1967. 


O Burlington Philippines is also registered 
trademark in China, Vietnam, Myanmar, 
‘Cambodia, Laos, Russia, Afghanistan, 


© Burlington Industries Philippines. Inc. is 
the trademark owner in the Philippines of 
Burlington, Puma socks, Bally socks and 
Camp. 


O Burlington Philippines prides itself in 
sponsoring the Philipine national youth 
Basketball team. 


THE MARKET 
Canon started out as a company with just a 
hand of employees anda driving ambition. The 
company soon became a world-renowned camera 
manufacturer and by the latter half of the 20th 
‘entry the name Canon had bes 
with ec cement, innovation and 
‘quality, and the company had grown from a maker 
OF cameras imo the multimedia giant we know 
today 

Today, dighal technology is the driving force 
behind the image reproduction market. Ax the 
leading tight in the marketplace, Canon are well 
place to ake advantage of their years of expertise 
{the forefront ofthe industry to help the market 
Brow further, 

The continuing digitization of offices has 
fuelled demand for colour output solutions in 


Years and sales of full-colour copiers have 
expanded in line with that demand. Multi-function 
and network capabilities have also increased 
demand for Canon's office products and the 
global colour-copier market, a position it 


w among the top-sellers in the 

held 
Since the launch of its first colour copier. The 
company also retains the number one market 
share for black and white digital copiers in the 
United States. 


Digital cameras have become an integral 
sector of the market and as technology advances 
10 too does the demand for easier to use, more 
eficient and better quality image repr 
products. Today, you can download a picture from 
your DIGITAL IXUS straight into a printer, 
bypassing the need for a cumbersome PC 
However, despite the leaps made 
in digital technology, the market for 
onaigital cameras has continued 
1o grow as Single Lens Reflex 
(SLR) cameras, compact “point 
fand:shoot” 35mm cameras and 
Advance Photo System (APS) 
cameras become more 
popular with those who prefer a 
more wadiional approach iw |a 
photography 


ACHIEVEMENTS. 
As would be expected of a company 
that is identified so strongly with 
innovation and technological 
advances, Canon has a 


achievements of which to 
boast. From creating the 

world’s first spoed-light 
synchronised 35mm flash-and- 


u 


shutter camera in 1952 to the 
imnatucnon ofthe work's fint 
10-key ealeulator in 1964 10 
the launch in 2002 of the EOS 
60 digital SLR, Canon has 
always been at the forefront of 
the industry. In the 20 years 
from 1980 1o the millennium 
alone, Canon launched the 
‘world's first bubble et printing 
technology, the EOS auto 
SLR Camera, along with a 
range of EF lenses, and the 
stylish DIGITAL IXUS. 
Between 1996 and 2001 
Canon further demonstrated ns 
innovation and research power 
wih an astonishing 10412 
US patents, 
company in the 


ranking ihe 
three for 


ing patents 


msToRY 
Canon Ine, Japan was incorporated in 1937 with 
the dream of balding a workd-class Smm camera 
company The Canon trademark itself was filed 
in 1935. 60 years ate 


‘achieved its mission, but has also succes 
Semured ino the development and mar 
of products 


‘optical equipment 10 
and image management 
‘all among world 


‘office automation 


leading corporations and has offices, subsidiaries, 
‘manufacturing plans and representative offices 
across the globe 

‘Canon first announced its “kyosel”comporate 
philosophy in 1988, Kyosel means “living and 
working together for the common pood”. and 
denotes Canon's commitment to individuals, 
society and the envionment, In terms of corporate 
developments, Canon has taken the Jead in 
tackling environmental problems since that 
Their environmental initiatives include a global 
ecycling pr symbolising 
ir efforts 10 realise the kyosei corporate 
philosophy 


THE PRODUCT 
Canon manufacturers and markets a wide range 
of products which inchide cameras, camcorders, 
digital cameras, calculators, facsimiles, digital 
network copiers laset copiers, 
misrographic products, m pi 
bubble-jet printers. scanners and consumable 
supplies 

‘Canon's expertise and technology leader 
in conventional cameras allowed the company 1o 
adapt propnetary technologies for use in digital 
cameras. Canon's cutting-edge optical, hig 
density packaging and electronic device 
technologies have contributed to a wide range of 
high performance digital cameras with excellent 
image quality. eluding lightweight and compact 
models as well as SLR models. 

Secking 10 make digital cameras even more 
versatile, Canon has developed a direct-connect 


interface that enables users to print out their 
photos without the need for a PC, By simply 
connecting the digital cameras to the CP series 


Card Photo Printer or Photo Direct Bubble Jet 
printer using a dedicated cable, users can obtain 
‘hotograph-qualty prints on the spot 

Bubble Jet technology is a key development 
of Canon. Using this unique technology Canon 
is able to offer home and office products that can 
output material that is of such high quality it is 
now comparable with photo quality. Using the 
energy of bubbles generated by a built-in heater, 
nozzles expel ink droplets on to the printing 
surface allowing for higher quality results than 
those previously garnered utilising existing print 


technologies 
Bubble Jet technology is frequently 
used in industry to print posters 
and other wide-format materials 
and also contributes to medical 
innovations of DNA chip 
production 
Canon's imaging technology 
expertise has also brought great 
benefits to offices worldwide. In 
‘this digital era, Canon has made 
it possible to scan, copy, print and 
fax a document using just one machine 
while also providing a level of quality and 


history ax a camera and image reproduction 
powerhouse 

Environmental technology is another key 
aspect of Canon's business that may not be known 
‘throughout the wider population 
‘operating a world-renowned ink 
recycling programme, Cano 
‘energy cells, has pioneered the lead-free lens and 

antiy on the lookout for ways in which 


cannidge 


alo produces solar 


the image reproduction industry can becon 


cleaner and gr 


RECENT DEVELOPMENTS. 
Canon's latest range of digital cameras includes 
the groundbreaking EOS-1Ds -a digital SLR 
aimed at professionals - and what a tremendous 
breakthrough ti, Utilising a full-frame CMOS 


sensor ~ manufactured by Canon — with an 
imaging area of 24 x Homm (the same dimensions 
used by full-frame 3Smm SLRS), the EOS-1Ds 
has 1.1 million effective pines witha maximum 
resolution of'4,064 x 2,704 pixels. This is almost 
double the resolution currently considered state- 
of-the-art by most professionals. And, to increase 
usability, every EF lens will work the same on a 
digital SLR as it does on Canon's 3Smm film 
cameras, with the same coverage. Ws ame less 
thing for the professional 10 think shout on 
Yocation, and it's one more thing to ease the 
transition from film to digital. In line 
wth 


constant improvement, the 
EOS-IDs -like all 
released Canon dignal cameras 
contains th DIGIC 
for even 


processing speed 
Tn terms of office products 
Canon, as a leader in office 
technology, continues to srne 10 
provide al the necessary hardware 


and software products t 
digital document cycle. Using the existing 
infrastructure of corporate networks and the 
Interet as its medium, the latest imageRUNNER 
senes” empowers wers to distribute hard-copy 

io muhiple 


achieve the perfect 


‘destinations, in eltple formats. in one operation 
from one singe platform. Canon's Univeral Send 
the imageRUNNER “i 

series” into a digital communications centre 
Universal Send's capab e the 
functional imitations of today's office equipment 
to perf iple-routed document 
dnintunon tasks i one imple operation rough 
The 

advanced functions of Univeral Send allow users 


technology transform 


to communicate, manage, and share information 
as never before 
hardware or software required 


with no additional server 


PROMOTION 
‘Cultural support is a wide-ranging term for Canon, 
and includes sports, culture and academia, social 
‘contributions, even support for the culture of 
images Perhaps the first global language is sports, 
because no words are needed 10 share the 
sat of sporting competition. Canon 

events such as Formula 1 


contributes to sporun 
motor racing, the Canon Greater Hartford Open 
{GHO) Golf Tour in the US and the J1 Soccer 
League in Japan, Canon was also a staunch 
supporter of the FIFA World Cup from way back 
in Argentina in 1978 right up until the tournament 
in France in 1998, Canon is also heavily involved 
with supporting the World Wide Fund for nature 
(WWF), Asan example, the company is involved 
With a programme to digitixe the WWF Photo 
20,000 photographs, allowing 
‘of the world’s invaluable wildlife 10 be wid 


available over the Interne, 
BRAND VALUES 
novation, quality. precision and performance are 


trait that stand out most with the Canon brand. A 


testament to this is the wide range of professional 
‘equipment that carries the Canon name, The 
brand's corporate philosophy of kyosel - living 


and working together for the common good - also 
demonstrates the brand's to 
viduals, society and the environment 
‘Continuing with ns history of innovation, in the 
2 at century, the Canon brand is positioning itself 
s an excellent global corporate group in the field 
Information Technology (IT) while continuing, 
ovate and lead the industry in the office 


equipment and image reproduction fields 


JGS YOU DIDN'T KNOW ABOUT 
CANON 


| © Canon developed Japan's first indirect X- 
ray camera in 1940. 

O In 1981 Canon introduced the world 1o 
Bubble Jet printing technology. 

© Canon's XLI digital video camcorder 
won Japan's the prestigious Good Design 
‘Award in 1998. 

O im 2002 Fujio Mitarai. President and CEO 
of Canon Inc. was named as one of the 
world’s top 25 managers by leading US 
magazine, BusinessWeek 

© Canon developed and provided the Prime 
Focus Corrector Lens for the Subaru, the 
world’s largest optical infrared 
telescope which sits atop Mauna Kea in 


iva 
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THE MARKET 
Today, more than ever, Casino 
Filipino capitalizes on its wel 
deserved reputation as “Asia's 
Friendliest” to carve a niche in 
the highly competitive global 
gaming market, Presently, the 
domestic casino market is no 
longer confined 10 
gamblers. Rather, ii 
mix of people looking for 
alternative 


forms of 
emenainment, a variety of which 


concerts, panies and sports 

‘Casino Filipino's clients are 
local and foreign players. They 
belong tothe educated class and 
range between the ages of 30 and $0. They are 
‘usually entrepreneurs who possess the financial 
capacity and the time to engage in leisurely 
activities. Foreign players, meanwhile, come fm 
more aMuent Asian countries such as Ching 
Japan, Taiwan, and Korea, among others 


There is great potential for market growth in 


the Philippines. Casino F ilipino is intent on luring 
a bigger share of the Asian market by promoting 
‘the Philippines as a better altemative t0 A 

or the United States 


tralia 
secking 10 provide Asians 
‘taste of world-class gaming without having 1 


ACHIEVEMENTS. 
Casino Filipino is exclusively operated and 
managed by the state-run Philippine Amusement 
and Gaming Corporation (PAGCOR), PAGCOR 
currently operates 14 domestic branches in major 
cities across the country, plus slot machine 
arcades and for members-only Casino Filipino 
VIP Clubs. 

The political turmoil that engulfed the 
Philippines in the early part of 2001 resulted ir 
sweeping changes m PAGCOR 


Almost everything about the agency is new 
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directions. The only thing that did not change in 
PAGCOR was its goals: to generate revenue 
tn February 2001, Efraim C. Genuin 


self 
made businessman and seasoned public servant 
assumed the post of PAGCOR chief executive 

ne, he pushed PAGCOR's 


In his first year al 


annual ine 17.46 billion, up from the 
P1462 billion posted by the 


previous 


The following year, the corporation ranked 
number o of profit according to the 
report. by the 


and Exchange 
With a record-breaking 
1 billion and profits of 
PAGCOR 
blue chip companies and 
giants, It is the only 
government-owned and controlled corporation to 
make it tothe top ten and the only government 
agency outside theyDepartment of Tourism that 
som the co 


annual income of 
PILOS bill 
omerate 


outclassed a 


industry 
1n 2003, PAGCOR withstood 
Severe Acute Respiratory Syn 


1 worst ofthe 

ome (SARS) 

its short 
ming mother 


scare and terrorist threats, keep 


Jess than ten percent while casino 


‘countries suffered staggering losses of up to 40 


percem 


misToRY 
PAGCOR was established on July 11, 1983 with 
Presidential Decree 1869 as promulgated by the 
late President Ferdinand Marcos, Also known as 
the PAGCOR Charter, PD 1869 mandated the 
state-run gaming firm to: regulate all games of 
chance in the country, generate funds for the 

civic and 


developmental projects; and help 
promote the country’s tourism 
industry 
Clearly the most compelling 
reason for PAGCOR’ creation 
was the proliferation of illegal 
casinos operating in the country 
since World War i, Even before 
ning of the Executive 
‘Order that legalized casinos in the 
country, initial gaming operations 
were already conducted aboard 
the M/S Philippine Tourist, which 
had opened 10 the public on 
December 31, 1975 
In 1979, the “Casino Filipino! 
and name was established in the 


THE PropucT 


Casino Fili selection of 


o offers a 


nterationally recognized games that include 


ete, big and mini baccarat, blackjack, pa 
ow, big & small, red & white, craps, and stud 
Poker. I also features slot machines (mul 
fmult-bet and stand alone, link machines with 
progressive jackpots) that cater to the varied 
aming preferences of the customers 

Aside from these, the Casino Filipino branch 
in Parañaque has an arcade for pachinko: 
‘pachivuro, the Japanese equivalent of American 


slot machines 


Regular big-pot bingo bonanzas are now 


consistent crowd-drawers at Casino Filipino 


branches and in various commercial locations 
around the country. PAGCOR introduced in- 
house bingo pames in 1994 to promote casinos 
as wholesome while generating funds to suppor 
various charitable causes, An innovation 10 the 
bingo game isthe Pop Pera, which i similar to a 
scratch card game 

More than the usual entertainment, Casino 
Filipino is also a popular venue for concert, 
beauty pageants and sports competitions, Aside 


‘from live, nightly band performances, the casinos 
feature local and international performers at their 
amphitheaters equipped with state-of-the-art light 
and sound systems. On certain nights, ballroom 


dancing and karaoke singing ae aso offered. 


RECENT DEVELOPMENTS. 
Casino Filipino has come up with modified 
‘versions of existing card games such as Pontoon, 
a variation of blackjack, and Supe 6 a variation 


baccarat, Metered jackpots in card games 
(progressive blackjack, stud poker and paigow) 
have been likewise introduced 


Otbern Casino War. Money 
Wheel, and Genuine Pairs, a card game which 


was created and is exclusively played in the 
Philippines. 

In recent years, major expansion projects were 
completed, enabling Casino Filipino to compete 
more aggressively in the global gaming market 
Bigger and better casino buildings were opened 
inthe cities of Tagaytay and Angeles, greatly 
improving the casinos’ customer attendance and 

ye. Moreover, state-of-the art 


Financial performs 
ot machines were purchased and placed in select 
casino branches to enhance the gaming 
experience for customers. 

To further expand Casino Filipinos promising 
slot machine market, PAGCOR ventured into the 
establishment and operation of members-only 
‘Casino Filipino VIP Clubs in the cities of Manila, 
Pasay, Cebu and Davao. These clubs offer utmost 
exclusivity and feature an on-line system more 
convenient for players 

in 2000, PAGCOR's first online casino 
paming site was launched as sagecasi 

in 2002, PAGCOR introduced the first online 


sports benting website, basketballjackpot net, to 
tap into the USS10 billion worldwide imemet 


sports betting marke. 


wwwphilworldsports.com, was launched 
PAGCOR is planning 1 embark on ambitious 


Pilipino tourism estate set 
Boulevard in Metro Manila. 


A priority project of the government, the 
proposed Bagong Nayon Pilipino will be a 


complete, self-contained tourism emerprise zone 


with theme hotels, educational and cultural 


complexes, shopping malls, spors sidia, 


system and facilities at par with international 
mandards. The International Gaming & Wagering 
Business (IGWB) news magazine dubbed the 
project "Magie in Manila 


PROMOTION 
PAGCOR has developed a thematic advertising 
campaign promoting Casino Filipino branches m 
oniy as 


Asia's Friendlies” casinos, but also as 


world-class tourist destination 
Casino Filipino billboards have been designed 
while Nyers and brochures now feature the 


different tourist attractions of casino host-<ii 
More emphasis is also given 10 the various 
entertainment provided by Casino Filipin 


With PAGCOR'S paradigm shift from casino 


‘Complementing the advertising campaign i 
the implementation of innovative marketing 
ally aimed at widening the 


strategies spec 
scope of the casino market. One example is the 
‘Bring Your Friend and Win Promo”, an awards 
program for casino employees who bring in the 


BRAND VALUES 
Casino Filipino is famous regionally for it 
simul 


ously recognized for strictly adhering 
to the principles of professionalism and fai plas 
in the operation of its busine 


lemational gaming market 

To achieve this, Chairman Genuino has mapped 
A Global C 

and a Filipine 


Pilipino 


plementing large-scale 


projects to keep 


ts gambling halls in 


iay slots or tale 


Casino Filipi 


asure inthe wide array 
fers. A delectable 


of wh 


vo take p 


fashion shows, sport 
available. Information o 


wherelish 


As it continues to evolve, consumer 
sentiment, perception and acceptance shall 


THINGS YOU DIDN'T KNOW ABOUT 
CASINO FILIPINO 


> Despite attacks on its operation from the 
clergy and politicians from our largely 
Christian nation, significant rever 
generated by Casino Filipino directly 


benefit millions of poor Filipinos 
PAGCOR is the country's foremoxt 
charitable institution, building hospital 
and schools, implementing heautiticaion 
and street-lighting pro 

medical and dental miss 
supporting various shelters that care for 
shandoned children, abused women and 

lected elderly 


O Casino Filipino’s mother compan 
PAGCOR, stands as the only institution 
ìn any Asian country with a clear 


regulatory framework for casino pamir 


3 There are close to 12,000 PAGCOR 
employees, most of whom are Casino 
Filipino gaming personnel sprend in 13 
major branches across the Philippines. 
The comporation’s paming managers and 
casino dealers (formally called “table 
supervisors) are known for being the best 
in their feld. Selected after a rigorous | 
sercening process, all gaming managers | 
and staff are highly-skilled and seasoned | 
professionals who also deliver excellent 
customer service - the kind that has 
earned for Casino Filipino the distinction 
as Asia's Friendliest 


During the first ten years of ts operations 
from 1976 to 1986 - PAGCOR asked 

in unmitigated privileges. H did no pay 
tases apart from the five percent franchise 
tax on its winnings. Is books were not 


subject to strict government audit Afr 
the EDSA Revolution in 1986, the 
corporation was formally named "New 
PAGCOR” in order to distinguish it fom 
the old system, This title would be 
retained for 17 years. I was only in 2003 
that the Board of Directors headed by 
Chairman Efraim C. Genuino officially 
adopted the name “PAGCOR” to signify 
sts complete transformation tothe model 
company that i today. 


CATHAY PACIFIC 


THE MARKET 
Hong Kong and its aviation industry remain, as 

ways, completely integrated. In the past half 
century, Hong Kong h 


grown at a remarkable 
speed in every way 


in size, population, wealth 


md sophistication - to become a 


miracle of modern economic development, This 
irowth has br 


ht in air trafic and the people 
that have turned Hong Kong into Asia's leading 
aviation hub. In 2000, more than 33 million 
passed through Hong Kong 
i Airport, ane tational air 


passengers 


cargo was handled at Hong Kong airport than 
anywhere else on earth. 

Cathay Pacific's continued success is closely 
tied to that of Hong Kong, and with this in mind. 
the airline has invested a total of USSI billion in 
its new headquarters at Cathay Pacific City and 
in the inf Hong Kong 
Imernational Airport at Chep Lap Kok. Opened 
on July 6, 1998, i is Cathay Pacific's new ho 

of Asia. 


ACHIEVEMENTS 
Over the years the recognition by consumers and 
the travel trade of the Cathay Pacific brand is 
exemplifies 


Amongst them, Top Service Award in the airline 
industry by Next Magazine: Best M 

Airline in Asia hy world leading airline industry 
magazine, Aviation Week & Space Technolo 
Bent Airline Club Lounge by Robb Report 
Magazine: Best Airline Business Class by Travel 
Trade Gazette Asla; 


Gold-Award by Freight 
Serviees Produet Group: Hong Kong Top Ten 


West Regarded Companies by Far Eastern 
Economie Review; Top brand in Hong Kong and 
second in Asia by Asia's Top 20 Brands Survey 


Platinum Super Brand by Reader's Digest 
and SUPERBRANDS by the P 
SUPERBRANDS Council 


lipine 


ic Airways was officially founded 
in Hong Kong on September 24, 1946 by two 
emerprising adventurers, American Roy C Farrel 
and Australian Sydney H de Kantzow, who flew 
transport planes during World War II. The tw 
founders named the Cathay Pacific 
Airways - Cathay, the ancient name for China: 


tnd Pacific, because the farsighted Farrell 


Ny across the Pacific Ocean 


Beginning with two humble DC3 airera 
46 - affectionately known ax Betsy and Nikki 
Hong Kong airline Cathay Pacific now operates 
‘one of the most modern and youngest aircraft 


Meets in the world. Betsy is now the centerpiece 

of the Hong Ki 

Techno 

Butterfield & 

shareholding. in the 

leadership of chairman JK Swire, the airline 
to grow rapidly, When Cathay 


was listed on the Hong Kong Stock Exchange in 


cried, 
45 percent of the 


1986, the offering was $3 u 
ds. Today, 
Ailing is owned by Swire Pacific 


Group co while Ch 


Trust and Investment Corporation 
Emo 
and Sons provi 


olds a further 25 4 percent. John Swire 


‘WE PRooUcT 


The Pier” it new tounge 


2001. to cater tothe growing needs of passengers 

ater the successful and equally popular lounge 
The Wing 

named fist 


‘which was opened in 1998 and was 


a Forbes magazine list of The Ten 
Best Airport Lounges. 
Covering 3,900 square meters, The Pier offers 
a number of new features includi 
apesant o 
tans. 
connected computers, 


ye a juice and 
foe bar, exclusive day break rooms, 


three ‘wo restaurants, 60 brondband 
d wireless LAN for 
connecting laptop computers, Personal Living 
Space cubicles are available in both First and 


Business Class arcas, offering ample desk space 


With individual phones, and powerful net 
connected computers. Sizeable private shower 
suites allow puests to freshen up. 

The new First Class cabins on C 


hy Pacific 
ure some ofthe widest fully reclining 
beds in the sky 


Pyjamas and duvets are also 


vided on requests new Business Cass cabin 


le, offers passengers ergonomically 
designed seats that can be extended to a 75" fat 
hed. I is also equipped with a dressing room for 


passengers wishing 10 change into something 
comfortable on long haul or overnight trips, plus 
a private bar for pamengers te 


or have achat, The a 


stretch their ley 

inflight 
system, 
Studio.CX, offer 20 oF more video channels and 


22 audio channels in every class including 
Cinema on Demand on First Class. News 
channels including live BBC World Service radio 
and up-to-date CNN daily news keep passengers 
informed whilst in-flight email and "Hest of the 


Web 
passengers in touch 


access and in-flight telephones keep 


RECENT DEVELOPMENTS 
Cathay Pacific is determined to be the leading e 
Business airline in Asia. Some ofthe e-initianives 
and projects undertaken and implemented by 
Cathay Pacific include online booking, © 
ticketing: online self-check-in: "Notify" -a flight 


ng information system that allows passengers 
to receive the latest Night information on their 
mobile phones: downloadable trip planner: and a 
user friendly, award-winning internet website 
ww wcathaypacfic.com. 


With over one m 
Cathay Pacific 


lunches in February 1999, has a range of earning 
categories and programme partners including 


ar rental, insurance, dining, tour operator 
imernen, florist and wine merchants, Together 
with more than 16 airlines and over 100 non- 


airline groups, Asia Miles has more partners than 
any other Travel Reward P 
Cathay Pacific is a 


ogramme in Asia 
oneworld alliance, The other partners in the 
Alliance include American Airlines, Aer Lingus, 
British Airways, Iberia, Finnair, Lan Chile and 
Qantas Airways. The members have a combined 


network of aver $6 destinations. 


PROMOTION 
Painter Annie Lee's white brushstroke design 
which appears on the tail of Cathay Pacific's 
aircraft has become the hallmark of the airline's 
100 different brushstroke 

000. The 


Joor advertisement in Hong Kong was 


designs were created between 1994. 


placed by Cathay Pacific along the travellator 
inking Hong 


was 92 meters long and displayed the fying time 


to cach Cathay Pacific des 
In October 2000, ita 


in the air promotion with renowned Hong Kong 


cuisine Thus, it 


became one of the first airlines 
and skillets on board to allow 


food to be prepared fresh 
promotion 


vertsing an 
Cathay Pacific 
ho actively engaged in publi 
established the Cathay Pa 


Wheelchair bank. the fist of 
Kind in Hong Kor 
staf volunteered their time an 


diseases. 
fic has collected 


HKD32million for UNICEF 


raned by collecting traveler’ spare change, which 
poes to support underprivileged children in 161 


The airline is also aware of its social 


was launched to instill greater awareness for the 
while developing leadership and 


rewarded withthe Eco-Business Award - Green 
Office Award 
Cathay Pacific also launched the World's 


Biggest Welcome by giving away 10,000 retum 


tickets 1o Hong Kong in a lucky draw where Hong 


Kong residents above 18 with permanent resident 
status took part in a lucky draw to nominate their 
fnends and relatives from 


werseas to visit Hong 
Kong. The airline has sponsored numerous major 
events including APGA Golf tournaments, the 
Broadway Miss. Saigon, 


musical and the 


BRAND VALUES 
Cathay Pacific is one of the world’s best-known 


aviation brands. Cathay Pacific's mission is to be 


the most admired global airline. “Service sira 


from the hean” is the motio of the comp 


a Cathay Pacific to carry both 


People in 
passengers and carpo, in world-class style, 


THINGS YOU DIDN'T KNOW 
CATHAY PACIFIC 


O Cathay Pacific's longest serving Might 
i has flown 13 million km 
equivalent to 17 return trips to the 


emos), while the longest serving pilot has 
flown 10 million km (13 retum wips 10 


D The most-traveled Marco Polo Club | 


member has flown a toual of 4.7 million 


km (equivalent to 6 retum 


O The Noodle Bar at The Wing, Cathay 
Pacific's lounge, set a recond by servin 
1.131 bowls of noodles in ono day 


bowl every 30 seconds | 


D in 2000, Cathay Pacific, which has won 
many awards for 
to 1.1 million bottles of wine in-flight 


Cathay Pacific Catering Services made 
14.4 million meals for 36 customer 


O Cathay Pacific was the frst airline in the 
world 1o ofer a live radio service on its 
Nights in 1991. 


Polar One 
commercial New York to Hong Kong | 
Aight to go over the North Pole from 
America w China by Cathay Pacifle with 
A distance of 7,465 nautical miles in 199K, 


Cathay Pacific was the first launch 
customer for the Boeing 777-300, 


O Former staf of Cathay Pacific include 


| 
| 


‘Cheung. Frances Yip and Sonija Kwok, 
a fight attendant who won the Miss Hong 
Kong 1999. 


Center for Culinary Arts, Manila 


THE MARKET 
Inthe 21st century, the entire world including the 
Philipines has become tuly captivated by the 
culinary industry. On a daily basis, countless 
‘people take time out from home - cooked meals 
to patronize fine dining establishments. eager for 
the delectable delights that emanate from the 
kitchens af weh venues. In this regard, chefs with 
innate talent who are formally and professionally 
trained are in stark demand, a trend that is unlikely 
to abate as a growing world population becomes 
increasingly modern and sophisticated in its 
culinary preferences and tastes 
The Cemer for Culinary Ans, Manila (CCA) 
was born not merely out of the knowledge that 
such a compelling market exists, but also because 
it recognized that Filipino talent and creativity is 
not limited to engineering, medical (doctors and 
nurses) and other skilled technicians in a 
‘multitude of other fields. In fact, the entire globe 
to appreciate that the inherent tales 
‘of Filipinos extend to a field of expertise known 
s culinary arts. In this respect CCA, Manila has 


carved out a unique niche. 


Up until CCA, Manila's birth nearly eight 
years ago, the tisk of cultivating talented 
resources in the culinary field had been limited 
and available only to those who, quite literally 
were. financially privileged as to be able to travel 
abroad. But this has changed drastically. as no 


longer are international trips to far Nung shores 
necessary 10 receive first-class education in 
culinary ants, 

This phenomen 
Filipinos a decade ago, and iit had been. it was 
‘only to the extent that a very privileged few could 
afford. by undenaking professional training 
available only from foreign schools, such as 
in Europe and North America 

But now, the prestigious Center For Culin 
Ans, Manila is here. 


was not widely known t0 
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CCA, Manila is an affiliate of the Northern 
Alb 

foremost isties of te ind a partner 
fof the Educational Foundation of the National 
Restaurant Association in the United Sta 
Because of this partnership, graduates of CCA, 
Mani culinary degrees th 
imemationally recognized, assuring them of 


better opportunities im the culinary field. 
CCA, Manila Founder and President Susana 
Pascual-Gucerero™ most treasured honor is het 


a Filipina to be hailed as a 
ded by the 
Culinary 


d Cu 
Intemational 


of 


cenplishment inthe culinary 
nored with a professional 
oer in 1999 by the University 
field 


award conferred 


Philippines Alum Assox 

‘of Hotel and Restaurant Management. 
CCA, Manila, through 

chalked up multiple prestigious awards, among 

the most recent Being 


+ School 
* Received the Most Outstanding Culinary 
School Award from the Parangal ng Bayan 
Foundation Inc. during the 19h Annual 
‘National Consumers Excellence Awan. 

March 31, 2004 

Reveived the Product Excellence Award as 

Outstanding Culinary School at the 

Philippine International Convention 

Center on June 2004. 

* Awarded The No. | School For Culinary 
Arts at the first National Shoppers Choice 
Annual Awards at the Dusit Hotel Nikko 
on July 17, 2008 


+ Faculty 
+” Captured gold in two of three competitions 
atthe Culinary Excellence All Choco! 
‘Competition, Food Expo 2004 held atthe 
World Trade Center on September 3, 2004. 


+ Students 
* CCA, Manila's Societe D'Excellence, the 
culinary varsity team of the school, is 
{active in competitions both internationally 
and locally, Recent graduate Pamela 
Comia, a former culinary team member 
won gold at Salon Culinaire in Bangkok. 
Thailand on October 2003. During the 
2004 Chet on Parade, the team won two 
golds, two silvers, and placed as runner- 
tps in three other events. While in August 
‘of the same year, the team won Gold in 
the Century Culinary Competition 
sponsored by Century Tuna Canning 
‘Corporation at SM Megamall. 

* CCA, Manila students also join different 
contests individually, the most recent was 
in Augus 2004 when three pods were won 
m a Vivere Suites Cook Fest 

The aforementioned track record of 2004, 

though just partially enumerated, aptly represents 
a continuation of past accolades that CCA, Manila 
has perennially received throughout is history 


mistoRY 
Loyal patrons of 
Founder Susana Pascual 
Group of Companies 
were the motivation for 
the establishment of a 
successful summer 
cooking coune for 
children in 1992, This 
Young Chefs summer program led 10 mare 
culinary courses that were equally well received. 
afier which constant public enthusiasm and 
‘clamor for more culinary training sparked the idea 
‘of a culinary center aflering an intensive program 
of academics and practical training, This 
phenomenon in turn gave birth 10 what is now 
CCA. Manila. 

A team of expen 


adod by Dr. John Knapp, 


project coordinator of the Norther Alberta 
Institute of Technology. laid the foundation for a 
culinary institution by formulating the schools 
curriculum, gathering a powerful line-up of chef 
instructors and in the construction of the site itself 
ali the while meticulously taking into 
consideration the needs of the local food industry 
‘Culinary education in the Philippines took a 
iant leap when the Diploma Program in Culinary 
Ans and Technology Management was launched 
n June of 1996, CCA, Manila was formally 
naugurated in November 27, 1996, officially 
becoming the first school dedicated to 
professional culinary education in the Philippines. 
Today, CCA, Manila demonstrates its 
commitment by offering the best culinary 
Instruction for its students through acquired state- 
of-the-art facilities. The school has twel 
Kitchens boasting hi-tech equipment that facilitate 
and enhance laboratory classes. It has spacious 
lecture rooms and an information reso 
complete with an impressive range of updated 
reference materials on culinary arts Its continuing 
efforts to serve the public is undaunted by the 
changing times, as it, without compromise 
adheres to its foremost objective of providing the 
best culinary education in the country 


THE PRODUCT 
CCA, Manila offers programs for Culinary Arts and 
Management (two yearn, Diploma in Baking: Pastry 
Ans and Management (iwo years}, Certificate in 
Baking and Pastry Arts (one year) and the Bachelor 
Degree options with partner schools here and 
abroad, It also offers a Continuing Education 
Program (CEP) with courses in various topics 
including culinary ants, baking-pastry arts and 
professional fod service management 

CCA, Manila has a formidable and practiced 
team of professional chefs and instructors trained 
inthe world’s most reputable culinary institutions 
M has an equally competent administrative body 
ready to meet its client's increasing demands 
CCA, Manila is a partner of the Educational 
Foundation of ihe National Restaurant 
Association in the United States and an affiliate 
‘of the Northern Alberta Institute of Ta 
These partnerships have given international 
recognition to CCA, Manila graduates who have 
‘better opportunites in the culinary field. 


chology 


RECENT DEVELOPMENTS. 
This year, the school’s steady growth has 
influenced the revitalized 2004-2005 programs 
to include the following: Diploma in Culinary 
Ans & Management (two years), Diploma in 
Baking’ Pastry Arts & Management (owo years). 
Cerificate in Baking & Pastry Arts (one year), 
Bachelor Degree Option (additional one and a half 
to1wo years). and Continuing Education Programs 

CCA, Manila boasts of newly renovated 
Kitchen laboratories with standard institutional 


facilities needed for effective training and skills 
development 


PROMOTION 
CCA, Manila effectively uses conventional u 
media advertising campaigns ~ TY, radio and 
print to trumpet is catchy slogan: “See the World 
Be a Chef!”. The schoo! maintains television 
presence through a number of cooking shows, 
Interviews and the like, whether self sponsored 
or through business partners 


CCA, Manila is also active in Schoo! Tours, 
‘Mall Tours, Exhibits and Expositions - averaging 
a total of 12 events in each category annually 
Moreover, it maintains tie-ups and partnerships 
‘sith major food manufacturing companics and 
kitchen appliance and equipment manufacturers 
Likewise, it hosts baking 
competitions and seminars. Finally, it offers 
expert consultancy as well as Research and 
Development services 


BRAND VALUES 
Vision 

CCA, Manila is the leader in professional culinary 
‘education ia Asia 

ACCA, Manila graduate is a socially responsible 
food industry leader. 

Mission 

To provide the food and hospitality industry with 
socially responsible culinary leaders and 10 
promote Filipino cuisine in the Asian ar 


Imernatonal markets through ns comprehensive 
and dynamic programs. 

Values 

The six core values that CCA, Manila will adhere 


for all work and programs that will be 
implemented are 
+ Excellence 

Living upto the ideas of the company, giving 


cour best im everything we do 
Pridence 
Doing the right things at the right time. 
+ Innovation 
Setting the pace in culinary education 
constant search for improvement 
+ Commitment 
Giving 100 percent effort to the school's 
objectives and the culinary profession 
+ Teamwork 
Utilizing the team effort of manpower 
resource to achieve goals. 
+ Social Responsibility 
Undertaking advocacies that will help in 
improving the quality of life of Filipinos 
through the culinary profession, 
Epitomizing the © posture of 
addressing social responsibility and awareness 
s, CCA, Manila, under the Cravings Group 
ines, established the Culinary Education 
Foundation aimed at financially assisting under- 


privileged youth through us scholarship programs 
at the center. The founder, Susana P. Guerrero, 
CCF, is also n strong advocate of environm 


management, which she aspires will be a way of 
Nife for all students specially when they take th 
place in the food service industry 

M is ôn this precise regard that CCA Manila 
has earned the impeccable reputation it enjoys 
today - the mark of an incontestable Superbrand. 


NGS YOU DIDN'T KNOW ABOUT 
CCA MANILA 


O CCA Founder and President Annie 
Pascual-Guerrer has a longtime interest 
in the ancient Oriental philosophy of Zen, 
and her application of its concepts aptly 


respectful of, nature, goes a long way 
towards enhancing the quality of ife. 


O OCA. Manita is the pioneer of formal 
culinary education in the Philippines, 
having been established in 1996. is the 
first culinary school fo offer a diploma 
course in culinary arts and baking and 
pastry arts management duly recognized 
bythe government 

© Accreditations: CCA is one ofthe NRA 
Pro-Mgt partners offering various 
programs such as ServSafe, Pro-Cooking. 
Pro-Baking and others in Manila duly 
accredited by the National Restaurant 
‘Associaton in the US. Iris also TESDA 
(Technical Education and Skills 
Development Authonty y accredited. 


31 


J Chinatrust 


THE MARKET 
Chinatrust (Philippines) Co 
Corporation has displayed remarkable 

and definess amid the local 
banking industry's toughest moments, since 


nmercial Bank 


its inception. 
As one ofthe youngest entrants aner the 

banking years ags 

Chinatrust fist opened its doors for business 

in the Philippines in 1995, At ab 

time the focal banking sector was digesting 


a wave of banking reforms meant to make 
Philippine banks globally competitive 
Despite a full-blown regional crisis that 


occurred less than two years afier it was 


‘organized, Chinatust remained steadfastin Š 
ity desire to grow, focusing on its chosen 
markets, Envied for 


its relentless. product 


innovation, the Bunk continued to invest heavily 


In research, produet development and marketing 
communications, whi simultaneously launch 


way, Chinatrust provides services to both 
Taiwanese and Filipino top-tier corporation 
small and medium enterprises. individual 
entrepreneurs, mid-income employees, retirees, 


and overseas Filipino workers 


ACHIEVEMENTS 
Chinatrust, since birth, has been o 


The Bank has seen 


the local banking industry 
record-breaking growth in income, excellent 
solvency and profitability ratios, and one of the 


to carve out specifie growth niches and take 


Wantage of tactical windows of opportunity. 
the-box. and 


through o unconventional 
approaches, earning for iself 
a reputation among market 
analysts as the “new bank 10 
wach” 

While 


support Taiwanese and local 


the Bank tok bold mepa 10 
diversify its business, New 
products were launched 10 
position Chinatrust as a 
specialist player im consumer 
banking and the 
market 

The Bank's 
broaden iis 


efforts 1o 
revenue base 
brought up is 2002 net 


income by 68 percent to 411 
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the Philippines mirrors the outstanding 
achievements 


its parent firm in Taiwan, 
CChinatrust Commercial Bank (CCB), 

CCB outperformed its peers in 2002. It 
registered a d-percent growth to 26.85 billion 
USD in total assets and 57-percem growth 
10 348 million USD in net profit after tax, 
Return on 


assets and equity were 1.37 
percent and 17.23 percem, respectively 
During this year, CCB had 5 million 


«creditcard in circulation, up 


ratio of 2.48 percent was much lower than 
the industry's 6.12 percent 
CCB ended 2003 with $37.19 million 


EI omamen 


aequisition-¢clated charges, and 34 K6 billion 


n pesos from the previous year's 245 USD in total assets, maintaining its prominent 
position in mhe Taiw 

Cca’ 
subsequent merger with the Grand Commercial 
Bank: yave it the largest branch 


network among all he banks in the island nation. 


million pesos. Return on average equity and indus 


banking 


Furthermore 


the highest in the 


requisition of and 


net income of $03 million pesos - up 22 percent 


from 2002411 milion pesos owing toefficiem HISTORY 

agement of costs. improvement inthe quality Definitely an institution known for excellence in 
of risk assets, good trading service and performance, CCR 
fins, recoveries from non: fs the most awarded financial 


performing assets, and institution in Taiwan, Mt is 


and retention across al business profitability, superior asset 
ments ‘quality and consistent growth, 

Despite the significant CCB is part of the Chinatrust 
growth in its loan portfolio in Financial Holdings Group 
2003, Chinatrust’s NPL ratio of chaired by Dr, Jeffrey L. $. 


4.11 percent was one of the best Koo wh is also the Honorary 
inthe industry. Return on equity Chairman of the Board of 
and retum on assets — at 14 Directors of Chinatrst 
percent and 2.8 percem, Philippines, 
respectively — were In addition to its 101 
among the best in the business offices in Taiwan, it 
Industry as well has an overseas network 


Chinatrust had grown consisting of branches in Hong 
resources hy Kong. New York, Asuncion (Paraguay), New 
wm 17 billion pesos ia Dethi, Tokyo and Ho Chi Minh, representative 
aood at 128 bil Bangkok, Beijing, Hanoi, 

9 billio and Jakarta, and local subsidiaries in the 
was 30.91 States, Canada, Indonesia and the 


the end of 2003, fi 
2 Total depo 
and net worth was 


on offices in London, 
Mani 
United 


pesos. Capital adequacy rati 


percent, giving the bank enough financial Philippines 


y was born on 
Filipino-Chinese 


musele Wo grow its assets and take more The 
prudent risks without havin 
capital. During its 106th 


Philippine subsidi 
September 26, 1995, Prominer 
entrepreneurs formally o 


Bureau of cited 
Cmnatrust as one of the country's best ter 


nized Chinatrust 
Philippines as “Access Banking Corporation 
Several months later, CCB was invited to take an 
equity stake Bank. The Bank was 
ubsequently listed in the Philippine Stock 
Exchange in June 1999, By the year 2000, CCB 


performing govemment securities dealers in the 
in the primary market 


CChinatrast’sexcrplary performance m 


had acquired over 99 percent of the outstanding 
‘shares of Chinarast Philippines, making the later 
almost a wholly owned subsidiary of Taiwan's 
best performing commercial hank 

In the Philippines, Chinatrust operates 18 
branches at major bu 


THE PRODUCT 


The Bank offers a full range of con 


Taiwanese segment, the 


consumer finance business, he middle market and 
the treasury business, 

Staple products such as Peso and Dollar 
Deposit accounts (checking, savings and time), 
foreign exchange (spot and forward), remittances 


bill payments, ATM services, safe deposit box 


services, and mon ct placements ate 
available in all of the Bank's branches, Trade 


Finance services, working capital financing, term 
receivables 


loans, check “discounting and 
financing are provided by the lendir 


Bank's headquarters. Also available are Personal 


d Corporate 
Investment Management, Management of 
Retirement o Pension Funds, Custodianship, 


Escrow Services, Common Trust Funds and 
equity Funds. Cash management services are ale 
available to both small and large businesses such 
as the Ultimate CheckWriter, Chinatrust 
CheckKeeper, Payroll Parmer, Deposit Pick-Up 
Services and Bills Payment management 


RECENT DEVELOPMENTS: 
The events of the last thr 
meaningfully contributed 10 
Chinatrst brand. 


years have 
shaping the 


rom almost zero recognition in the retail 
market, the Bank earned various brand ciations 


and nominations froma numberof prestigious and 
award-giving bodies for is product rollouts and 
corporate initiatives 


In May 2002, Chinatrast marked its 
aggresive entry int the home loan business with 
its highly successful “Fiveđi Zero” promo. The 
Bank offered borrowers 15-year housing loans 
withthe last five yea 
‘ate. Chinatras likewise gained a foothold inthe 
huge consumer finance market by taking over 
the industry-leading personal loan portfolio of a 
lange multinational bank. In this acquisition, the 
Bank readily found a platform for its newly 
created personal loan product called “Salary 
Stretch". Today, the re-branded Salary Stretch 
product has catapulted Chinatrust into a strong 
Position i the consumer banking business 
The “Ultimate Deposit 
CChinatrust’s single biggest contribution to the 
banking industry’ treasure chest of innovative 
This product is a genuine “One 
hecking. ATM 
lege and high 


products 
account because it combines 
enience, record book 
eld ia single account ie 
umber 


The establishment of Chi 
vor chinatrst.com.gh - on the same year, gave 


its customers another convenient wind 


unique products and services The Hank's website 
was a Nominee at he 6th Philippine Web Awards, 
for Best Website in the Banking & Finance 
Category 


Chinatrust’s marketing is anchored on a good 


understanding of customer needs, a heen 


sensitivity to his behavior and a well thought 
‘out product response 

(Chinatrust’s product promotions have been 
Anown to consist of three elements: the unique 
proposition, the barrier hurdle and the call to 


‘ction. First and foremost, the customer must be 
attracted by a proposition that is not offered by 
other providers Secondly, the customer must 
he helped in overcoming friction costs Thir 

he must be piven a, 


We recommend the 
home loan that packs the 
most punch. 


observable in the 
‘oan Promo, Cashback 


AI these ele 
Bank's Five Zero Home 


Home Loan Promo, Ultimate Deposit Promo, 
Ultimate Checkwriter Promo and Salary Stretch 
Promo. 

BRAND VALUES 


Chinatrust’s brand values are rooted in the 
business philosophy of its parem firm, which is 
10 do business in a forthright manner and provide 
the most cordial services to customers 


This philosophy is very customer-focused. It 
olds the customer's imerest supreme. For this 
ason. all of Chinatrust's business activities are 


driven by one motivation; to create a distinct 


its customers. Every new product 


proposal and every major project is tested. 
this criterion, Broadly defined, “customers” 
all of the Bank's constituencies 

More than 


just growing its busines, 
CChinatrust, has immersed itself meaningfully in 
corporate citizenship projects without fanfare. It 
believes in helping local communities help 
themselves, especially in communities where the 
Bank is present. The Bank has especially been 
supportive of efforts 1 improve the quality of 

country, by supporting 


education in the 


improving the Nives of 
public schoolteacher 

service, professionalism, innovative and dyna 
business practices, modernist and reliability are 


just some of the qu arus 


strives for, This makes H an unequivocal 
SUPERBRAND. 


THINGS YOU DIDN'T KNOW 
CHINATRUST 


© China's core value is expressed inthe 
motto: “We are Family”. Living up to 
this core value means treating customers 
s members of a big family and 
‘competently serving them. 


O The same caring treatment is extended to 
its employees, providing them with 
‘excellent career paths and a good 
‘working environment, The Bank believes 
that satisfied employees lead to satisfied 
customers - a fact, which, in tum, allows 
‘Chinatrust to create higher value for it 
shareholders The prestige of the Bank 
a direct result of the dedication of its 
‘employees. 

O For years, Chinatrust in Taiwan has won 
numerous international awards 


© in 2003, Chinstrast was listed among the 
Best Emerging Banks by Global Finance, 
and the Best Local Banks in Taiwan by 
Finance Asia. In a survey of the Best 
‘Asian Companies held by Euromoney, 
Chinatrust was recognized as the Best 
‘Asian Company in Taiwan and the Best 
Asian Company in the Banking and 
Financial Industry. Chinatrust was also 
‘regarded as the Best Managed Banking 
and Financial Company in Taiwan wit 
the Most Convincing Strategy. 


of over 85 
million, the Philippines has one of 
the world’s highest soft drink 
‘consumption levels on a per capita 
basis. Coca-Cola Bottlers 


commanded a majority share of the 
marhet, Soft drinks 


as common a form of liquid 


other beverage 
miry. To an even larger 
extent, today's kids are totally 


immersed in a soft drink culture 


sophisticated market. At present, carbonates make 


up over one half of the soft drink: market, with 


cola favored carbonates accounting for a large 
Coke, as it ia 


portion of the carbonates see 


fondly called, is aso p 


‘ofthe world's largest and locally produced rums 


which ix of ex 
To meet 


mestie market demands, CCBPI 


ACHIEVEMENTS 
Coca-cola has become the most powerful and 
recognized brand inthe world, as bome out by 


the annual valuation of the World's Top Brand 
uncial Review. In 


the Coca-Cola drink is the market le 


jer, often 
taking second place in the rankings with ts diet 
form npany'» carbonated 


orange flavor How does Coca-Cola achieve and 


First and foremost, Coca-Cola is the best 
powerful, W is 


A busines 


practically off the chars 
pur na policy. 
ubiquity with powerful global advertising an 


The company has 


This strategy is based on the company's belief 


that everyday, ev the 6 billion 


that i is available to satisfy this need 
The de 
the w 


tion of Coca-Cola sellers around 
parable A fine example 


is a father and son team shat traveled 


lometers a week through some of the world's 


the Australian 


most widespread product distribu 


inthe world. Hi 


fot stopped at being the bent selling so 


mnt 


singularly brand personality, Coca-Cola 


has become a vehicle for promon 


right and is the backdrop 10 a number of highly 
successful artistic and sporting events - the 


included. In addition, Coca-Cola 


misToRY 
The syrup that was to become Coca-Cola was first 
manufactured in 1886 in a three-legged brass pot 
in the backyard of Dr, John Styth Pemberton, a 


pharmacist in Atlanta, Georgia, Dr. Pemberton 
took his new product 1o a local pharmacy where 


Wo be sold at $ cents a glass. 

the syrup got itself mixed with 

carbonated water, resulting in drink 

Delicious and Refreshing” 

popular slogan associated with Coca-Cola, the 

name dreamt up by Pemberton's partner Frank 

M. Robinson. Despite some minor advertising 
Drink 


including the first shop signs declaring 
Coca-Cola” - Pemberto 
potential of his creation. Before his death in 188, 


he sold his imerest in Coca- 
businessman, Asa G. Candler 


ola to a wise Atlanta 


Just three years after the oficial incorporation 
‘of The Coca-Cola Company in 1892, Candler 
announced that Coca-Cola was now enjoyed “in 
every state and territory in the United Stats” 
The origin of today’s incredibly vast Coca- 
Cola boni 94, when a 


local shopkeeper installed aborting device atthe 
tear of his store, proceeding to trade crates of 
Coke up and down the Mississippi River. The first 
major bottling plant was inaugurated soon afer 
Coca-Cola made preat strides under the yuidance 
‘of Robert Woodruff, who was elected president 
in 1923. Woodruff installed some of the 

tenets of Coca-Cola quality and internationalis 


into the company's thinking. 

Coca-Cola products were first sold in the 
Philippines in 1912, In 1927, the San Miguel 
Company began local production of Coca-Cola 
In 198), San Miguel Corporatio 
Cola Company formed the joint venture: Coca 
Cola Bottlers Philippines (CBP), Ine and in 
1997, Coca-Cola Amatil acquired 100 percent 

ership of CCBPI under a stock swap 
agreement 


‘THE Propuct 
Coca-Cola itself is a drink that definitely needs 
no introduction. Diet Coke is its obvious sister 
produet in a low-calorie format. Most interesting. 
however, is the legendary secrecy that has been 
‘built up around the products formula. The Coke 
taste tainly effected an emotional 
‘resonance with many ofits long-time consumers, 


as typified by cries of objection that met the 
change in Coke's formula in 1985. Coca-Cola 
duly responded with the reintroduction of the 
original product under the title “Coca-Cola 
Classic.” Caffeine free Coca-Cola and Cherry 


Coke have also been introduced in recent years. 


RECENT DEVELOPMENTS: 
Coca-Cola continues to expand is share of global 
soft drink sales, with worldwide 

volumes growing without compromis 


Cola Foods is the largest manufacturer 
and juice drink products im the world. Minute 
Maid has become a leading beverage trademark 
In 1995, the Coca-Cola company gained over $27 
billion in market value reaching a phenomenal 
$93 billion. By market value, Coca-Cola was 
‘ated the fourth largest US hated company and 
the sith largest company worldwide 


PROMOTION 
Coca-Cola's TV advertising campaigns have 
produced a numberof famous slogans and jingles 
ranging ftom “Things go beter with Coke’ 
(1963), “H's the rea thing” (1942 and 1969), and 
‘Coke is it" (1982). There were also the “Can't 
beat the feeling” at the end of the 1980s and the 
Always” campaigns introduced in 1993, Radio 
and television have provided Coca-Cola with 
boundary -free platforms with which to spread the 
Coca-Cola theme, Coca-Cola sponsors major 
events as well as radio and TV programs. The 
Coca-Cola trademark is an operative marketing 
tool, inspiring recognition wherever it is 
positioned, whether i's on a billboard, boile or 
T-shirt. Coca-Cola has always been associated 
with high quality packaging: The graceful "sexy 
curves ofthe Coke but have been admired since 
their inception in 1916, when the contoured 
ttle replaced the straight aided design thereby 
distinguishing Coke from its competitors Finally 
acknowledging its importance to the heritage and 
authenticity of the brand, the bottle shape was 


iiii 


eventually awarded registration as a trademark 
by the US Patent Office in 1977 - an honor 
bestowed upon only a handful of packaged 
products at that time. 

Following a change in legislation, in 1935, 
the famous contour botle became the fist 3D 
depiction of a trademark to be registered in the 
UK. Notwithstanding, the Coca-Cola Company 
has never assumed a passive stance eventhough 
in the truest sense, Coca-Cola hardly needs 
promoting — it is everywhere, and all the time. 


BRAND VALUES 
Coca-Cola's brand values are encapsulated in its 
marketing messages. Slogans like, “H's the real 
thing.” and “Coke is i” articulate perfectly the 
core elements of Coca-Cola, or Coke. Coke is an 


irresistible global force, extending harmony of 
purpose across boundaries. This perhaps is most 
typified by the famous 1971 TV commercial. It 
brought together children of various nationalities 
to sing, “I'd like to buy the world a Coke.” Coca 
Cola has unequivocally no frontiers. Such is the 
brand value of Coca-Cola thatthe word "Coke 
in many ways has come 10 be synonymous with 
the generic term soft drink. Now that, is the 
Ultimate Supertrand! 


THINGS YOU DIDN'T KNOW ABOUT 
COCA-COLA 


together they form one of the world’s 
largest soft drink manufacturing 
complexes. 


O in 1941, immediately after the U.S. 
‘entered WWII following the infamous 
“attack on Peart Harbor on December 70h 
cof that year, Coca-Cola's president, 
Robert Woodruff, ordered that every man 
in uniform get a bottle of Coca-Cola for 
5 cents, “wherever he is, and whatever it 
costs the company”. 


O At the peak of WWII in 1943, General 
Dwight D. Eisenhower telegrammed 
Coca-Cola from his headquarters in 
‘North Africa requesting an urgeat 
shipment of thee milion bres of Coke, 
{swell es materi and equipment for ten 

| Boning plans 
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COMPAQ. 


Inspiration Technology 


THE MARKET 
Compaq is at the cemre of today's extraordinary 
demand for fast, reliable and user-friendly 
technology. F e-business 
infrastructures, down to MP3 players with an 
intuitive imerface, Compaq is one of the leading 
providers of © cutting-edge technology into 
‘offices and homes 


Compaq's innovative approach to providing 
technological solutions has confirmed the 


‘company’s position at the forefront of the IT 
industry, The core of Compag’s hardware 
business is in portables, desktops, servers, 


‘workstations, options and enhancements for 


growing businesses, oF for the home and home 
office user. 

in short, Compaq delivers the 
quality, manageability, and 


innovation customers expect 
ftom a world-class market 
leader of enterprise solutions 
er loyalty ~ many of 


1m the Foru 
based on this. 


ACHIEVEMENTS 
Compaq is credited with making 
iy scientific breakthroughs 
fuelling today's IT technology. 
Recent breakthroughs. include 
chip- manufacturing technologies 
‘that improve performance and 
whole new 


efficiency ina 
ieneration high-speed 
computers and peripherals. with 
astounding power and capabilities, 

Compag's most significam contributions have 
historically been the application of tehnology to 
Improve how businesses operate and people live. 
Today, Compaq continues that legacy of helping 
customers by offering a complete range o 

nu mevr 


hardware, software 
Find the most adv 
technology. A recent example of Compag's 
innovation has been providing customers in the 
government, education and medical fields with 
customized software that allows them 10 
effectively develop quotes and submit and track 
‘orders when purchasing Compaq products 


agcous uses of the newest 


MistorY 
Compaq Computer Corporation is headquartered 
in Houston, Texas, USA. lt was founded in 1982. 
and has since developed a strong global presence 
in North America, Europe, Middle East, Africa, 
Asia/Pacific, Greater China, Japan and Latin 


America. 
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Today, millions of customers in more than 100 
countries around the world including the 
Philippine's, get the software, hardware and e- 
business capabilities they need to succeed from 
Compaq 


developing cuting edge home and business 
tools such as deskin, handhelds, notebooks, 
PDA's, workstations, servers, projectors, 
splays. In this 
intenet age, customers rely on powerful 
tools they can depend on 

But why should anyone choose Compaq 

ise herantemet partner” According 10 


Compaq. there are five reasons: people 
products, services, solutions and 
partnerships, 

These are all bound together by 


Compaq’s commitment to innovation and 


bea! 
of leaden 


he company 1s proud 

whnology company with a history 
ip innovation 

A few recent examples of these include the 

Compaq Presario Internet PC. with a bold look 
and striking performance for the best home 


iiemet computing experience ever: Zero Latency 
Enterprise solutions on Compaq Himalaya, Alpha 
and ProLiant servers for instant access to dats 
throughout an organisation; and, Compaq iPAQ 
Internet device and their business-to-employee 


web destination for simple, secure information 
access at an affordable cost. Compaq customers 
have big and exciting ideas about how to use the 

When those ideas involve e-business, there's 
mo substitute for hav 


right infrastructure 
oF the right partner. That's why large and small 
businesses rely on Compaq. They can plan, 
design, 


implement and manage an internet 
fnfastruc ture to support everything from 
complete enterprise solutions 10 service and 
support for desktops and portable PCs, Put imply 
Compag's simple vision is 10 integrate new 
technology 10 improve the performance of is 


customers, whatever they do. 


RECENT DEVELOPMENTS. 
Compaq has invested an enormous amount of 
mones, thought and emphasis nto their complete 
and helpful customer support. Support ís now 
available from agents, through the phone, as wel 
as their comprehensive website 


For example, on the website, customers 
can view descriptions and download 
software and drivers, or even trouble-shoot 


in realtime with a person at Compaq by 


entering questions or symptoms into the 
Ask” search engine. There is also a huge 
reference library with information on all 

cluding 


products and se 
advise Frequently 
Asked Questions (FAQs), parts, and more 

To illustrate this further, some try 


ies, documentation, 


innovative highlights of Compag's Service 
and Support network include: The Built 
in Technician ~ a one-button access for 
automatic PC diagnosis and self-repair 
Compaq Service Connection - free 
PC tune-ups and performance 
‘updates. performed automatically 
Web: and finally, Ask 


wr asking questions about your PC 


over the 
Compaq 
as well as the Remote Support Utility which 
allows a Compaq technician, with the customer's 
approval, to connect directly wo histher PC and 
resolve problem 

Recent independent studies have shown that 
95 percent of securities transactions, 80 percent 
ofthe world’s ATM 


by phon 


hardware and 
world depends on. Enterprises wor 
Compaq for building the world’s fastest busines» 
critical servers and best-selling industry-standard 
servers Hut itis Compa’ ubiquitous PCs that 
Touch most customers directly. Other recent 
developments in the PC range notably include 
fingerprint identification security devices for 


security, wireless LAN solutions for anytime 
anywhere access, internet keyboards for easy 


PROMOTION 
Compaq maintains a broud range of traditional 
advertising, sponsorship and marketing activite 

Highlighting the importance of e-business today 
Ms advertising campaigns explain the im 


Of the internet, making Compaq one of the 
‘companies most identified withthe interet 


and powerful line of Presario desktop PCs, With 


mpaq's stylish 


m enabling an e-lifestyle. 


poq recently 

Presano desktopa, notebook: 
able and even casier to use and upgrade 

aq joined the BMW Williams F 

| Team as Principal Sponsor at the beginning of 


2000, Compaq is the computing power that helps 
Juan Pablo Montoya and Ralf Schumacher win 


behind the BMW Williams F 1 team providing the 


puting power 


analysis, and telemetry. 
BRAND VALUES 
The “Inspiration Technology” from Compaq 


strategy the expansion of solutions capsbllie 


d the determination to lead the tr 


as their strategic e-business partner. And it is also 


why more people use Compaq PCs to accens the 
imteret than any other 

Compaq sees it as its mission to ensure its 
customers” success in the 24x7 intenet world by 


delivering the best infrastructure, access, services 
and solutions One enthusiastic chent commented, 
Being a leader in the competitive technology 
marketplace makes for powerful brand 


mag's relentless focus 


course, grent technology, Today, Compaq 


continues tum, helping 


THINGS YOU DIDN'T KNOW ABOUT 
‘comPag 


O 65 percent, or two thirds of the world's 
electricity is managed with Compag’s 
servers. relying mostly on the stability of 
the Compaq AlphaServer Tro64 UNIX 
platform and its virtually non-existent 
downtime 


| Compaq doubled their sales in 2000, 
‘making it that year's best-selling brand, 

| Subsequemty, Compa mainaned the 
Number One position for 2001 


O Compaq is the premier supplier of 
solutions for the high-performance 
technical computing market segment, 
according to Technical Systems and 
Servers 2000 year in Review, an 
International Data Corporation (IDC) 
report 


‘THE MARKET 
DHL Philippines is an integral part of the global 
market leader of the international air express 
industry. An established innovator since 
Pioneering the industry in 1969, DHL continues 
to be at the forefront of technology: offering fast, 
responsive, and cost-effective, express deliveries 

addition to e-commerce fulfillment and 


imelligent logistics solutions 


DH's extensive worldwide presence enables 
4110 provide unmatched transportation services 
from offices in practically every country of the 
world. Throughout DH's history the company 
has led the way with investments in information 
technology that allow the company to ship and 

ack documents and packages quickly and 
ficiently, DHL is majority owned by Deutsche 
Post World Net. On an average day, more than 
260,000 DHL shipments are sen to destinations 
throughout the word 


Today, DH's core products and services are 
‘continually vrengt 


ened to address the needs of 


me accounts, as new and innovative 
distribution solutions are developed for niche 


kets. DHI- Philipines is the world's largest 


and most experienced international 
network with service to more than 


destinations in the world 


ACHIEVEMENTS 
DHL Philippines was the fifth of the very first 
DHL 

‘outside of the USA, and the first that provided 
that service in the Philipines, Since 1971, it has 


entrenched itself securely as an efficient, world 
class company in public awareness. hs original 
office, with a mere four employees servicing two 
oli 

network 


ns, has grown into an enormous nationwide 


The Manila hub is DHL Worldwide Express 
langest and most sophisticated cemer in As 
is equipped with state-of-the- 


nd 


ant equipment and wireless 
systems that have set new 
Industry standards før the Asia- 
Pacific region. 

The DML Worldwide 
Express has also the unique 
distinction of being the ony ar 
express company to be named 
The Best Express Service for 
13 consecutive years. It also 
has been named the 
Most Global Company by 
Global Finance magazine, a 
300,000-readerstrong monthly 
publication written for top 


‘World's 
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INAUGURAL FLIGHT OF F DHL ASIA 
OVERNIGHT SERVICE 


The year was 1969. Adrian Dalsey, Larry 
Hillbiom and Robert Lyn (D.H, and L) created 
an entirely new industry by starting. 


oor-40-doot 


express service between San Francisco and 
Honolulu. By 1971, expansion into the Pacific 
basin was punctuated wi Wo the 
Philippines, with service 10 Japan, Hong Kong 


pore and Australia occurring a year later in 
The years 1976, 1977 and 1978 saw further 
Arabia, Latin America and 


inroads into Saudi 


Africa respectively 
în 1983 DHL 


was the first to bring 


Easter Europe, 


and simultaneously establish its US hub in 
Cincinnati International Airport. In 1986 DHL 
formed a joint venture withthe People's Republic 
‘of China, becoming the first to bring Intemational 
ait o that country. Ry 1988, 
DHLNET, a high-speed global communications 
network used for shipment tracking, was 
established, and the following year, DHL's 
Brussels hub was expanded into a “superhub” t0 


keep up with the rapid growth in international 
shipments. 

There are, of course, many years in which 
DHL stencled its name on the industry's lore 
1992 was certainly another one of them when, 
DHL initiated service 10 Alba 
Latvis 


a, Greenland. 
nd Estonia, Simultaneously. the company 
was the first air express network to re-establish 
service to Kuwait afler the infamous Gulf War, 
The year 1994 was also a banner yes 


The 
company opened new gateway facilities and 
‘customer centers in Athens, Bombay, Delhi, Hon 
Kong. Kuala Lumpur, Moscow, Osaka and 
Sydney 


‘THE PRODUCT 
DHL's services range from shipping important 
documents, distributing components “just in 
time” to a production line or handling complex 
logistical assignments whether for international 
or domestic delivery. Its range of distribution 
solutions covers practically every corporate or 
personal need. The Express Freight Service 
handles items of any size and weight requiring 


customs declaration. Direct Distribution offers 
exporters the benefit of increased control and 


improved service without the costs of maintaining 
their own warchousing, delivery fleets, and 
transportation management 

The International Document Service is the 
world’s fastest and most reliable service for 
documents such as tenders, bids, 
proposals, annual world reports and general 
communication. Worldmail is a fast and 
economical service for organizations which send 
bulk mail internationally 


Express Cargo caters to shipments ranging 
from one kilogram to 100 tons om a door-to-door 
or door-to-airport basis, accommodating all 
commodities including perishable cargo 

Since 2001, all domestic services ~ Met 
Manila delivery within is busy streets as well as 
{nerisland deliveries and pick-ups ~ are handled 
in cooperation with World Wide Express, 
Internationally, Jumbo Box (between 25 to 30 
kilograms) and Jumbo Junior Box (10 to 1S 


kilograms) provide an casy and convenient way 
of sending various nems utilizing a low fee at 
fee pricing scheme, AlI over the world, DHL 
boasts of 24-hour-a-day service. Packages are 
conveniently picked up by friendly DHL couriers 
A customer can check on his package's present 
location immediately DHL Worldwide Express 
holds offices in 227 countries around the globe 
and is in more countries than United Nations 
Coca-Cola or Marlboro Cigarettes, 


PROMOTION 
DHI has been active with television, radio and 
newspaper advertising. often creating witty skits 
that indelibly remind both existing clientele and 
potential patrons of its expedient and 
‘comprehensive service. One such memorable TV 
Ad showed Christopher Columbus landing on 
‘new world soil, only to find that DHL was already 
there with a package for him! Another was a 30- 
second racio spot in which an elephant professor 
teaches a group of school-age elephants that 
boisterous react to and repeat the "New Year's 
DHL number”. This was a clever way of searing 

to the public's memory DH's new telephone 
trunk line as the company re-structured in 


Philippines three years ago. 

DHL Philippines also keeps itself in the public 
ye through services designed to benefit target 
‘communities thas become a major player in the 


{enhancement of national sports 

The company has lent its considerable 
resources to Project Kalinga, a charity project for 
marginalized families. spear headed by a leading 
national broadsheet, The Philippune Star Through 
DHL branches, donars can send packages 1o the 
reed) without expense 

DHL Philipines has been the major sponsor 
ofthe Asia Pacific Banking Congress and Awards, 
Asia's largest conference for bankers representing 

‘counties. The Congress” exposition featured 
the industry's state-of-the-art products, 
technologies, and services. Asian hanks received 


special awards for accomplishments benefiting 
the industry and their respective counries 


BRAND VALUES 
HL. Philippines equals unequivocal leadership 
in service, support, technology, and global 
strength. The speed, pinpoint accuracy, courtesy 
and cate in delivering packages reflect the 

company's image, Customers have the 
reassurance tha every shipment stays in DH's 

‘are throughout its journey. Benefiting from the 
most sophisticated express shipment technology 
inthe world, chents have access to the processing, 
tracking, and management of their shipments, 

All these have propelled DHL Philippines into 

‘the top ofthe industry - and gave DHL a presence 

in more countries than even the United Nations. 


(0S YOU DIDN'T KNOW ABOUT 
HL 


O The DHL network links over 120,000 
destinations in more than 220 countries 
snd territories, and employs over 71,000 
people globally 


O On an average day, more than 260,000 
DHL shipments are sent to destinations 
throughout the world 


O DHL Worldwide Express was the only 
| International Courier Company to 

continue undaunted operations durne the 
war-torn Kosovo and Dessert Storm 
conflicts 


DHL Worldwide Express has delivered 
relief materials to victims all around the 
world, These have included the victims 
of the 1998 tidal wave in Papua New 
Guinea and closer to home, victims of the 
1990 killer Quake when Mt, Pinatubo 
rained tons of ash and mud on Central 
Luzon 


Dalsey, Hillbioom and Lynn were DHL | 
founding fathers in 1969, and the 

company derived its name from the first 
letters of their surnames. The first 
consignments from San Francisco to 
Hawaii were shipping documents sent 
ahead to expedite customs clearing prior 


to arval of the vessel. | 


‘THE MARKET 
Epson is a world leader in the manufacturing and 
marketing of advanced computer peripherals 
From its range of digital cameras and scanners 
emening to the computer's input, to its superior 
Color printers and multimedia projectors catering 
to the computer's output, Epson products are 
‘essentials in today’s digital revolution. While 
“offering advanced technologies, Epson always 
maintains competitive prices, thus its successful 
market reach; from students to the most 
demanding professional corporations, 

The success of Epson is not just based on its 
name and its production of the finest of trouble- 
free, user-friendly equipment ~ it is because 
Epson genuinely cares. The company offers not 
just second-to-none service, but a loyal, friendly 
and highly trained staff. Eps 
appreciate this, not only remaining loyal to its 
products, hut also recommending Epson to their 
friends and associates alike. 

Epron being one of the more popular brands 
in the world, it was inevitable that it would 
become a household name in the Philippines as 
well, Thus Epson has established itself as one of 
the leading printer suppliers in the country and 

the Philipines well on the road to becoming 
wfasturing leader of FT products, continual 
irowth is Very much expected. 


ACHIEVEMENTS 
In 1968, Epson developed the world's first 
printer, he EP-101, incorporating technology that 
Would Iser be found in the MX-30 printer. Since 
that time, growth of Epson products has been vers 
impressive, with many becoming industry “firsts 
as well, In 1982, Epson introduced the world's 
first hand-held computer, followed by the world’s 
first portable color LCD TV in 1983, 

Another major achievement was in 1988 
when printer manufacture was fully automated 
n 1989, the first single-pass flatbed scanner was 
imroduced, while the following year witnessed 
the birth of the wristwatch pager. In 1994 
came the major breakthrough in priming 
with the introduction af the Fist desktop 
‘Color ink jet primer with 720 dpi (dots 
per inch) resolution. This was named 
the Epson Stylus Colo. Recognizing 

e growing need for visual 
presentation of computer-penerated 
information, Epson introduced the 
smallest, lightest and brightest 
LC. projector, the EPL-3000. The 
market demand, however, was for 
better and faster color printers. and so 
Epson brought out desktop color ink jet 


40 


printers with 1440 dpi resolution in 1997. 
Still not satisfied, in 1998, Epson 
began to market a color printer 
producing the smallest droplet size 
in the industry, Epson Stylus Color 
740, as well as the world's first six 
color ink jet primers with 1440 ápi 
resolution, the Epson Stylus Photo 
700, and the Epson Stylus Photo 
EX 
In 1999, the world’s 
fastest color ink jet 
printer, the Epson Stylus 


Color 900 was 
introduced. In the year 
2000, Epson achieved 
2880 ápi resolution, the highest 


dpi in the industry, found in Epson Stylus 
Color 680 and 830 models 
in 2001, EPSON launched true border free 
printouts with the Epson Stylus Photo 790, 890, 
and 1290 models. The Epson Stylus Photo 89S, 
Print Image Matching Technology-enabled 
ter also was introduced. The Print Image 
ing Technology is touted as tomorrow's 
standard in digital photograph. It ensures that 
digital cameras and printers will faithfully 
phs from image 


Epson, as a member of the Seiko Group, first 
began making printers when it developed a 
treakthrough printing timer for recording ume 
measured by a quartz clock at the 1964 Olympic 
Games in Tokyo. 


Four years of work on a smaller, higher 


E> 


performance-printing timer culminated in 1968 
with the unveiling of the world's first 
commercially successful miniature printer, The 
EP-101 immediately won acclaim in Japan ar 
the United States, and sales subsequently prew 
at phenomenal 300 percent annually, Epson 
‘experimented with developing caleulaor mini- 
Printers into primers suitable for use with 
‘computers 

The Model-10, a light and compact model 
introduced in 1977, was a result of these efforts, 
The following year Epson released its first dot 
matrix printer, a seven-pin model called the TP- 
0, which became so popular that it evolved 
the foundation of Epson's computer printer 
business. 

Although mini-printer technology had painted 
the way, it was not pood enough for Epson to 
produce full-fledged computer printers. The 
establishment of an independent design and 
development center solved the search for better 
technology. 

The first product using new technology was 
the MX-80. It was eminently suitable for use 

withthe IBM personal computer, and so became 
the standard for computer printers worldwide. 
‘Ongoing research allowed the introduction in 
1982 of the MP-130K model, a 24-pin dot 
matrix printer that made it possible to print 
Chinese characters. Then, in 1984, Epson 
introduced the first high-print, high-quality 
daisy-wbeet character primer. The major 
highlight was to come one year later 
hough when the first ink jet printer was 
‘offered to the market 
În September 1986, the Hirooka. 
Plant introduced an automated assembly 
line called the “ET Line” and began mass- 


producing printers. That same year 
Epson announced the development of 
thermal printer, and followed this up 
in 1987 with a laser printer. These 
products further solidified Epson's 
renowned reputation as a foremost 
printer manufacturer. 

In the 80's, Epson continued to 
expand its operations, setting up 
production facilities overseas for paris, 
printers and other associated products 
This gradual expansion has resulted in 
Epson employing over 11,000 people 
in more than 20 overseas 
manufacturing plants, 29 overseas sales 
affiliates as well as seven resident 
representative offices worldwide, 
During this time, Epson's presence in 
the Philippines was established initially 
‘through a distribution channel and later 
as a marketing arm of Epson Hong 
Kong Ltd, In fact, Epson has existed 
in the country for more than a decade 
M was in 1998, virtually by public 
demand, that Epson was formally 
Incorporated in the Philippines 


THE PRODUCT 
Epson offers a full range of color inkjet printers, 
laser printers dot matrix printers, digital cameras 
LCD projectors, seanners as wel as a full range 
‘of Epson consumables which include quick dry 
inks for four and ss-coloe printing. Inelidge ink, 
fabric and film ribbons, toners and 

‘non Cool Peel Transfer paper and 
ker) 
‘As of 2004, brand new products introduced 
inthe past year include the Perfection 1670 Photo 

ul Perfection 3170 Photo scanners, the latest 
Aculaser C900 and C1900 printers, the Stylus 
Photo RXS 10 Multifunction printer (which is the 
latest in photo printing technology), as well as 

ye Stylus C45 and C65 Ph 

Epson ou 


priming performance. Through the years ns name 
has herome synonymous w 


rr 
supplier, Epon dominates the market worldwide 

With a number of exclusive technologies, 
Epron laser primers achieve fast and high quality 
document production With ink jet, dot matrix and 


laser printers, Epson provides total printing 


solutions and continue to he the leader in printing 
technology, 

PROMOTION 

Epson uses tri-media in the promotion of i 


products. But in addition, the company is 


constantly involved in other types of 
promotions w further the cause of the 
excellence of its products. A good 
‘example is a promo that ran from June 
16 to July 31 of 2008 wherein free 
toners were given out for key 
purchases. Covered was each 
purchase of ether an Aculaser 900 or 
1900 which involved two free toners 
in every case ~ one black toner and 
colored ane also. An EPL-6200. or 
EPL-6200 cach warranted one black 
toner free 

Such is the confidence of Epson 
in its ura high-quality products that 
it entices former owners, as well as 
new prospective buyers to purchase 
Epson products by creatively 
promoting the purchase of its products 
in the aforementioned ways 
these are only a couple of examples 
among the multitude of ways that it 


docs so. 
BRAND VALUES 

Epon has worked steadfastly and 
vigorously towards producing hi 


quality. affordable products that the publie 


fan wust. This has indubitably earned the 
unwavering loyalty that makes Epson a 
Superbrand 


THINGS YOU DIDN'T KNO) 
EPSON 


Anout 


O The first printer produced was EP-101, 
(EP for Electric Printer) All other 
‘products sprung from it and therefore are 
‘the “sons” of EP. Thus the name EPSON 
was bom, 


O Epson is an Official Partner ofthe IAAF 
World Championship in Athletics, 

O The Philippines houses one of the biggest 
Epson factories in the world, located in 
Lipa, Batangas. 


O The 9204 Space Shuttle mission in 
October of 1998 sw Epson's lunch as 
the World's first color printer in Space, 
M was immediately discovered that Epson 
Primers worked and have thus been 
Selected as the only color primers 10 be 
‘sed on the Ineratonal Space Station, 


a 


THE MARKET 
in the highly competitive food 
Industry, unique concepts and gf 
superior products provide an 
initial competitive advantage. But 
only knowledge, foresight and 
diligence allow a company to 
withstand the competition and 
sustain a market leadership 
position. For industry pioneer 
French Baker, the recipe for 
success is quite simple: good 
products that are continuously reinforced and 
improved. 

As the largest in-store fresh bakery in South- 
east Asia with 30 stores in and outside Metro 
la, French Baker has become a byword in 


without preservatives 
French Baker is also synonymous 
‘quality offers tts discerning clients, the quick, 
fresh meals that are both filling and affordable, 
8 well as for freshly brewed Tehibo coffee and 
organie St. Dalfour's ten. 


Despite the onslaught of competition 
throughout the years, customer loyalty and 
patronage have been maintained and 
strengthened. 


ACHIEVEMENTS 
Representing its founder's entrepreneurial 
leadership, French Baker has won many awards 
including the prestigious AGORA Award for 
MARKETING COMPANY OF THE YEAR 
given by the Philippine Marketing Assocation 
(PMA) in 1994, the National Consumer Quality 
‘Award, as well as the Asia Pacific Excellence 
Award as OUTSTANDING BAKESHOP in 
2008, 

French Baker CEO Jonhlu Koa was likewise 
the recipient of two equally prestigious 1996 
awards: The Outstanding Young Men (TOYM) 


by the Philippine Jaycees and the UP Alumni 
Association (UPAA) Professional Award in 
Entrepreneurship. 


Apart from these prominent accolades, The 
French Baker stands proud ofits pioneering spirit 
that single-handedly led to the introduction into 
the Filipino culture of the now widely recognized 
concept of in-store baking This has hecome the 
benchmark of an industry thats slowly changing 
the landscape of the Filipinos eating habits 


MisToRY 
The growth of French Haker has been impressive, 
‘ft phenomenal 

Ws only been 1S years since French 
Baker started selling crusty French 
baguettes, May butter cress and frany 
Danish pastries in its very first store located 
at the SM City North EDSA. The time of its 
opening was considered uneventful s the local 
haking scene because most hakery products then 
were sold in traditional outlets. ie supermarket 
and grocery sores. They were shied. packaged 
and priced uniformly with the purpose of selling 
them over the next few days, Neighborhood 
hakeris at the time also carried the usual varieties 
including pan de sal, ensaymada. pan de monay 
cookies and toast bread. 

TH took a maverick professor with keen 
emrepreneurial spirit 1o astutely perceive that the 
industry was ripe for differentiation. So rather 
than go into a faddish business, French Baker 
founder and CEO Johnlu Kos entered the ndustry 
to fill the need of a market that was wanting of 
few products 

‘Shorty thereafter plans were laid out to pave 
the way for a new and reengineered baking 
industry Johnlu Koa was not just intrested in 
profits, but also to trailblaze ina business where 
his marketing skills could be put to test. Thus in 
1989, instead of conveniently importing. 
franchising and licensing an imported brand, 
Johnu Koa introduced a totally new concept into 
the industry. He set up a combined bakery and 
retail outlet in a mall which many consumers 
frequented, thus effectively eliminating the need 
for delivery by bringing the bakery 10 the end: 


Bread was now being baked right in front of 
‘the customer, and could be relished fresh 
‘out of the oven, Without the need for 
preservatives to prolong shelf life, the 
products were healthier alternatives 10 
‘the commercially produced white bread 
This is because proper fermentation 
provides a natural barrier against quick 
spoilage. 
The Filipino taste for 
bread was enticed to go 
beyond the pan de sal- 
censaymada-monay range. And right 


on cue, the French Baker succeeded 
in mainstreaming French bread, croissant and 
such imo the Filipino fae, 
Before long even Italian bread, 
Spanish bread, Swiss, German 
and Japanese rolls became new 
favorites, 

The public response to French Baker has been 


s0 overwhelming that from s one-store projec! 
has grown to an impressive chain of 30 sores 
with further expansion plans still in the 
pipeline. The French Baker has indeed 
succeeded in establishing ite dominant 
position as the country’s foremost bread 
authority 


THE PRopUCT 
‘Over 200 delectable bread varieties - straight trom 
the oven - are produced daily at each and every 
French Baker outlet nationwide. Only the fines, 
Freshest ingredients are use. freshly prepared and 
‘guaranteed free from bromate and preservatives 

Afier the French Baker was born, Filipinos 
became acquainted with such European products 
a baguettes, croissants, sourdough, liege walls, 


blueberry fruit tans, walnut bread, diet wheat, 
Multigrain, ebana and Danish pastries - products 
that were once found only in pricey five star 
hotels, 

For regulars, there are the ubiquitous bagels 
and cheese, English breads and muffins, brownies 
and cinnamon squares. Tortillas, fresh crepes and 
fresh parlie breads are abso available, allowing 


housewives to prepare their own recipes for their 
families in the comfort of their homes. 
Sandwiches that are made from French 
breads, as well as soup served in a bread bowl 
became instant hits upon introduction. Overall 
dining experience is enhanced with cozy and 
inviting ambience, while gourmet style foods 
prepared with all the sizzle, steam and flavors 


locked in are made-to-order io ensure freshness. 

The French Baker's innovative open bakery 
meanwhile allows passersby and clientele alike 
to enjoy the sight of ingredients being mixed. 
‘dough being kneaded and breads being rolled out 
‘of convection ovens all throughout the day 


RECENT DEVELOPMENTS 
As it celebrates its 15 years in the business, French 
Baker recently opened two new sores, one in the 
EDSA Central Mall and the other ar SM 
Dasmariñas, Offering the same diverse line-up 


of freshly baked goodies, these new outlets have 
quickly gained ground in their respective 
locations. Afier Metro Cebu, Pampanga and 
Cavite, other provinces will soon have their own 
French Baker outlets - concrete examples of the 
company's commitment to establish a strong 
foothold in key cities outside Metro Manila. 
‘Most recently, addressing the growing 
concem of both bakers and consumers regarding 
price and quality, French Baker teamed up with 
the Deparment of Trade and Industry to launch 
the French Baker Pinoy Pandesal. Priced at only 
‘one peso apiece in packs of twenties, the Pinoy 
Pandesal ıs French Baker's tangible commitment 
to keep the prices of consumer staples - such as 
pandesal - at stable and affordable price levels 
by forging a joint endeavor with the government 
At the core of these developments is Th 
French Baker's mission 1 maintain global 


competitiveness while simultaneously inspiring 
the local bread-making industry to world-class 
standards 


PROMOTION 

enh Baker brand awareness and PR-driven 
tage have heen built without much advertsing 
ts products speak for themselves. Management 
maintains a conscious effort to stay focused on 


what the company does best - to continuously 
improve its core products and brand image 
through constant innovations and techniques 
learned locally and abroad. 


The French Baker approach towards 
merchandising and marketing has largely 
infiuenced the dominant design of bakeries and 


akeshops in the Filipina neighborhood - ones 
that are clean, well-lit, efficient and modem. 


BRAND VALUES 
Serious, anisan baking - bringing fresh, quality 
baked products that are still warm tothe touch 
for every family and home to enjoy -is French 


that i is the birthright of every 
Filipino to enjoy the good life through good food, 
French Baker never ceases w innovate and to be 
the trendsetter that it ix 

To the consumer-at-large, French Baker has 
become synonymous with quality, value and 
service not only because of iis “Frenchness” but 


also because it has kept pace with the consumer's 
insatiable demand for consistent quality and 
‘arety a a reasonable price 

Simply put, the French Baker is deliciously 
here to may despite 15 years of competitive 
attempts to snach away market shares 


THING 


YOU DIDN'T KNOW ABOUT 
FRENCH BAKER 


O Before entering the world of 
‘entrepreneurship, French Baker CEO 
Johnlu Koa was a marketing professor at 
‘the state university He used management 
theories taught in business school to 
achieve tangible success 


O Mons ifn all of French Baker's products 
äre borne out of Johnlu Koa's constant 
‘experimentation and knowledge updates 
‘through regular trips abroad. These trips 
allow him to bring home ideas that are 
{turn transformed imo new producta and 
services, 


O French Baker pioneered the "30 minutes 
before closing time” half price sale, 
assuring customers of French Baker's 
same day freshness was an immensely 
successful marketing gambit that 1o this 
day is still being copied by other 
establishments 

O French Baker was responsible for 
bringing into the consciousness of 
predominantly rice-eaing Filipinos the 
‘dea of enjoying tasty, healthier brend as 
a staple food 


a 


Lament 


THE MARKET 
Filipinos are aware that taking a bite of their 
favorite Gardenia bread 1s always a delight. Whale 
‘other countries have long-established habits of 
consuming bread, bread has become a staple in 
Philippine households for sandwich meals and 
smack times wherein jam, jelly or sandwich 
filings are spread on bread, satisfying the 
appetites and tummies of millions of Filipinos 
In very short time, Gardenia has quickly 
become a household name in the Philippines 
Gardenia Bakeries Philippines Ine. is proud of 
ity manufacturing technology, strong financi 
resources, dynamic organization, excellent 
reduction processes, and world-class 
‘breads, After a mere six years of operations in 
the county, the brand's market share has reached 
almost 40 pereent- represented by nearly 100,000 
freshly baked loaves and buns produced daily and 


ed to numerous outlets, shops 
supermarkets and gas stations all over the 
metropolis, 


Gardenia develops and maintains a wide range 
‘of bakery products to stay constantly ahead of 
‘the competition and provide consumers with more 
choices. Presently, Gardenias product range is 

than 20 varieties: including 
specialty breads, flavored 
loaves, pandesal and filled buns - with something 
to offer to everyone. 


ACHIEVEMENTS 
Established in 1997, Gardenia Philippines began 
its first full year of operations in 1998. In the 
ensuing few years since then the brand's success 
has been starkly evident with ns continuous and 
‘apd sales growth. In 2002, growth reached a high 
ff 65 percent, in direct comparison to its 
industry's growth of only 10 persent. In 2003, it 
grew another 33 percent 

denia Bakeries Philippines Inc received 
both the International Organization for 
Standardization (180) 9001:2000 and Hazard 
Analysis Critical Control Point (HACCP) 


So good. ee ae 


accreditation from Certification Intemational. By 
virtue of this achievement, Gardenia has taken 
two giant steps towards realizing its vision of 
teeing the premer company nthe baking industry 
I is the first and only bread manufacturing 
company in the country 1o be awarded such an 
acclaim by Certification International - a true 
testimony to Gardenia’s reputed standards of 
production and i continuous commitment 
provide products of nly the highest quality. This 
also assures consumers from an independent 
{mcenational body that each and every loaf of 
tread is prtoced with he utmost standards when 
1t comes to quality and efficiency From design, 
evelopment and manufacturing. down 10 
distribution, Gardenia guarantees that the sintes 
Mandards and methodology are met at every 
phase 

HACCP secre 


ion is synonymous with 
food safety. This includes safety procedures 
ranging from raw materials procurement 
handling and storage all the way up to the 
distribution of Gardenia beads at the outlet levet 
Both certifications are seen as a challenge, as well 
as an honor, proof of the company's deep 
commitment to excellence, The HACCP 
‘certification 1s indeed a milestone in the growth 
and development of Gardenia Philippines. 


HISTORY 
Gardenia’s roots go back to 1978 in Singapore 
when it began as a humble in-store bakery at Bukit 
Timah Maza under the assistance of Mr Horatio 
Sye” Slocum 
who had spent 3$ years in the bakery business 
Increasing demand for 
opening of Gandeni 
at Pandan Loop in March 1983, with an i 
production capacity of 2.000 loaves an hour. 
The market leader for many years now in 
Singapore, Gardenia has since expanded jts 
‘operations in Asia to such coumnies as Malaysia 
and Thailand, with the atest in the Gardenia chain 
‘of bakeries to open being here in the Philippines. 


Established in 1997, Gardenia Bakeries 
Philipines Inc., is the largest, most advanced, 
large-scale bread manufacturing plant in the 
country today. The factory is situated in Laguna 
ternational Industrial Park in Mamplasan, 
‘Binan, Laguna 

{In 1997, 2,000 loaves per hour were being 
produced and by 1998, the entire bread 
uanufacturing process, including packaging, was 
already being done in the country, In 2000, a bun 
plant was built to produce hotdog buns and 
"pandesal", a popular local bun. Then, on March 
1. 2002, the biggest and most technologically 
advanced bread manufacturing facility in the 
country was inaugurated in Laguna, now 
producing 4,000 loaves an hour, The new plant 
boasts of computercontrolled and automated 
bread making technology utilizing 
‘equipment for large-scale baking from the United 
States and Europe - a complete system that 
virtually changes one’s general perception of 
baking 


‘TWE PRODUCT 
Gardenia continuously upholds a reputation for 
the distinctive way it makes really good tasting, 
high quality bread - with particularly high 
emphasis on product excellence and freshness 
The company's secret to maintaining their 
premium quality is steadfastly remaining faithful 
to Uncle Siocumm’s original recipe. This well 
kept, proprietary baking tradition allows the 
dough to develop naturally utilizing only the 
nest ingredients such as enriched high protein 
four, skimmed milk powder, and vitamins and 
minerals. This timely process achieves winning 


products that are safe (bromate-free and 
cholesterol-free), as well as delicious and 

Gardenia offers a wide variety of bread 
delights, popular best-seller, the 


e Bread. The High Calan 
Loaf helps deter osteoporosis by building strong 
bones and teeth; the High Fiber Wheat Bread 
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‘made from natural whole meal flour - keeps the 
digestive system healthy: and the California 
Raisin Loaf and Chocolate Chip Loaf are two of 

e company's flavored treats. Gardenia has also 
introduced Double Delights, which is only 
available in the Philippines and combines two 
delicious flavors baked into one amazing loaf. It 
comes in two combinations; Ubelicious and 
Cheesy Twirl, and, Choco Ripple and Mocha 
Marble, Gardenia also offers filled buns known 
as “fun buns" with Mayors like strawberry 
chocolate and ube and toasts such as honey wheat. 
‘chocolate, raisin, partic and butter. Gardenia also 
produces its own savory pandesal packed with 
Vitamins BI, B2, B3 and Iron, 


RECENT DEVELOPMENTS 
Gardenia constantly works on innovation and 
further developing expertise in is products. A 
chassie example is the way the company restudies 
the white-bread loaf market and understands 
consumer habits and expectations. Bread 
freshness. aroma, and softness are at the core of 
its findings and Gardenia effectively employs this 
knowledge to address the gaps in consumer 
satisfaction by offering more than the competition 
and exceeding consumer expectations. 


Being a believer in building on change, 
Gardenia has expanded its outlet availability as 
well. This has been achieved by breaking barriers 
through patience, persistence and creative 
approaches. 

Perhaps the best example of creative 
innovation is when Gardenia introduced a loaf 
oftread that featured two amazing flavors in one. 
One side ofthe loaf had Ube flavor and the other 
half was Cheese-flavored. Towards the middle of 
the loaf, both flavors are blended in one slice. 
This concept of a sweet loaf is exclusively 
available in the Philippines and is called Double 


Mocha Swiri flavors 


PROMOTION 
Gardenia uses the most creative marketing 
techniques in the presentation of an everyday 
product like bread. One of the company's major 
marketing methods is through the distinctive 
packaging. adopting an interational packaging 
‘which uses the bright and colorful re, white and 
blue flag colors with the red stripes, giving the 
brand a truly eye-catching and easily recognizable 
ideny 
A major merchandising change occurred in 

the way Gardenia bread was displayed on store 
shelves- from the traditional lying fat 
Presentation 1o being displayed upright and 
standing up. This showed more of the attractive 
package design and allowed a bigger product, 
presentation. Additionally, the top loose plastic 
resembled a flowet and projected warmth and 
softness. in essence effectively revolutionized the 
sway bread was presented 

Perhaps its best promotional thrust 
product's dstnbution network. Gardenia behes 
in distributing its own products, witht 
salesmen providing prompt services while ding 
solorful tracks that double as rolling billboards 
The company has also ventured imo multi-level 
disinbunon with direct home delivery syst 
into exclusive villages. By adopting a cart type 
of street selling as well as pedicab selling. 

irdena has become the most widely distributed 
and fastest selling loaf in the market 

Aside from appearing on television, radio and 
print, Gardenia also engages in non-traditional 
advertising Some of these inclode tying up with 
Other food manufacturers and products as 

emotional partners by pushing their product 
through samplings and tastings. Displaying 
streamers along the highway during holiday 
seasons is ali one ofthe creative and less costly 
approaches that the company implements. Plant 
tours have also become influential promotional 
events, representing an educational tour 
destination for students who visit the world-class 
manufacturing plant daily in hordes of as much 
45 1000 to 1500 a a time. 


BRAND VALUES 
Gardenia has eame a reputation a “good bread” 
Itis known for ts softness, taste, freshness, aroma 
and nutrition - the five key ingredients to great- 
tasting. high quality bread. Its also associated 


with qualities such as trust and reliability. 
‘Consumers are assured that they are geting their 
‘money's worth in healthy, safe and delicious 
products. 

The company’s core values lie in innovation, 
change, being different, breaking barriers, and 
raising the bar of excellence, Gardenia believes 
in challenging itself by aiming for higher 
performance and being the best by focusing on 
teamwork, hard work and mutual respect. 

There is absolutely no doubt that the brand's 
ihest standards and exponential suscess will be 
held in years to come by its unique team, 
company efforts and brand values - th 
a true Superbrand. 


THINGS You 


IDN'T KNOW ABOUT 
ARDENIA 


© Gardenia is one of the most recognized 
and respected names in the Asian bakery 


‘of delivery To accomplish this, it has one 
‘ofthe largest Net of trucks delivering 
treads day and night. 

O Gardenia is the first 1o use eye-catching 
and colorful packaging on bread 
displayed in an upright position, making 
‘the product stand out in store shelves. 

O Gardenia is the first to use the unique G- 
Jock in its packaging, a small and 
powerful clip that seals in the bread 
freshness 


O Gardenia is the first to introduce the two- 
in-one concept, Gardenin Double 
Delights, rwo delightful flavors baked in 
‘ne amazing loaf. 
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Gillette 


le grooming market was worth over USS 
llion in 2000, With sales growing at an 


estimated 6.5 percent annually, thas become one 


of the fastest growing sectors in the toiletries 
industry. It is the largest sector within the health 
and beauty category and is divided imo four key 


product categories — blades and razors, shave 
preparations, mass-market male fragrances, and 
male anti-perspirants and body sprays. 

Over the past 15 years, men's attitudes 
towards personal health, appearance and 
grooming have changed dramatically. Today. 90 
percent of men use some form of male grooming 
product, with 7S percent pertaining to wet 
shaving, Its no wonder then that men’s bathroom 
cabinets are becoming almost as filed with as 
‘many products as those of women's. As a resuh, 
{tremendous number of new products designed 
for men have been launched to cater to this 
exponentially growing demand. 

Today 80 percent of men are buying their own 
toiletry products, compared to 15 years ago when 
two-thirds of males admitted that women did so 


for them, Research also shows that men now use 
high performance products such as afler-shave 
conditioners, preshave gels and deodorizing 
body sprays, The selection is likey to become 


even more complex and sophisti 


iven the 
Industry's high growth rate 


‘ACHIEVEMENTS 
The Gillete Company touches the lives of 
consumers around the globe. Each day, in fact, 
‘more than one billion people interact with Olette 
products, The Gillette portfolio of global brands 
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includes world leaders in male grooming, the 


y that includes blades, razors and shaving 


sate 

preparations 
'Gillene also holds the number one position 

worldwide i selected female 

M is likewise the world-leading supplier of 

tooth 


es and oral care applications. 
To meet global demand for its products, 
Gillette has 32 manufacturing operations in 1$ 
ies. Gillette distributes these products 

h wholesalers retailers and agents m more 
than 200 countries and 

Underlying the C 
the talents of neatly 30.000 emp 
comers of the globe. Their skills and dedication 
are the source of confidence in the Company's 
bright prospects for the years ahead 

In the Philippines, Gillette enjoys sole market 
leadership in all three shaving 
Pioneering and patenting many innovations the 
first triple-blade razor with independently 
suspended blades, exch equipped with patented 
DLC” comfort edges providing the cleanest and 
smoothest shave am 


iegones 


can ever expenence 
all contributed to Gillette's powerful market 


msToRY 
Jn 1895, a prosperous traveling salesman named 
King C. Gillete hatched the idea that was 10 
lutionize shaving: a disposab 
blade Gillette began working on a prototype and 
simultaneously launched a promotional 
campaign. Initially, he was met with disbelief as 
everyone thought it would be impossible to 
sharpen a thin piece of metal enough to make a 


razor blade. Meeting and recruiting the highly 


imaginative and inventive chemist, William 
Nickerson, change this Nickerson, trained at the 
prestigious Massachusetts Institute of 


ete’ ideas technically 
‘ed 1o the formation of 


Technology, deemed C 
feasible. This ultimate 


The American Safety Racor Company in 1901. 

New processes for hardening and tempering 
steel and mass production machinery were 
subsequently developed. In 1902, the business 
changed its name to The Gillette Safety Razor 
Company, and a year later, the first razor went 
into production. in that first year, only $0 razor 
sets were sold - a far ery from the hundreds of 
milhons sold todas 

By 1904, the company secured is first US 
patent forthe safety razor. Sales increased to a 
staggering 12 millon blades. This was to be the 
onset of a slate of historical breakthroughs in the 
decades that followed By the 1960s, Gillette had 
become the first 10 patent a special polymer 


cating on the blade edge, as well as introduce 
the first razor, the 
continuous hand” razor that meant customers no 
longer had to touch the blades. GII followed in 

era of twin blade shaving. 
This was followed by the pivoting head Contour 
fazor and then, in 1986, the Lubrastrip. In 1989, 
Gillene introduced the world’s first razor with a. 
Aexible microfin guard. The year 1998 saw the 
launching of the latest revolutionary razor, Mach 
3, with its ripl-bladed shaving system providing 


system Techmatic, a 


1971, ushering in 


an even closer shave in not just fewer strokes, 
‘but with much less irritation. 


Earlier in his life, King C, Gillette had he 
philosopher, writer and proponent of radical ideas 
towards a utopian world. Notwithstanding his 
philosophical acumen, it was Gillette's inventive 
Benius that determined his life-long career path 
as javentor and manufacturer of prototypical and 
highly successful razor products, The historically 
global success of his products now distinguishes 


King € 


today still bears his instantly recognizable irritation. Wih this technological 
THE PRODUCT category leader, Gillette Sensor Erce 
Every day, more than one billion people around This has mad. Ye most 


the world use one or more Gillette products. From nen's shaving product 


blades, razors, and shave preparations, nt first 
toothbrushes and oral care appliances, Gillette is twin Blade razor, Gillette GI! in 
the worldwide leader in nearly a dozen major 1971, Gillee MACHS has been 
consumer product categories, namely supported by a vigorous 
Wet Shaving it m Internet site, 
The company's strong, sustained growth in blades www mach} com 

and razors reflects the outstanding market The Gilletie Company recently 
performance of its techwologically superior introduced Giliene Comfor 


products, Demonstrating Gillette's commitment Mlades- improved, bia 
to technology is the Mach shaving system. — designed t shave hair more easily 

Representing its relentlessly innovative posture, than traditional Gillet blades for that 
in the fall of 199K Gillet launched the ACTS, extraordinarily comfortable shave. Branded with 
a triple-blade shaving system with progressively a unique new quality seal, Comfort Blades are 
aligned blades to give men a much closer shave featured throughout the Company's complete line 
in fewer strokes with the least irritation. Gillette of twin blade male and female shaving systems 


MACHS has been supported by a vigorous and disposable n 
advertising campaign. To learn more abo 
Mach3, visit www mach3.com. PROMOTION 


committed 19 building i 
Personal Care advanced, high-performance 
Gillette's tightly focused personal care business ts through consistent and high 
reflects a strong combinatir marketing investments. an 


duct develo 


an expanding global presence. The largest 

category ts Jeodorans/anipersprants, ed 

by the Gillette Series, Right Guard, Soft 
Among shave 


World Cup football championships 


all World Cups 
dates back to 1970, making Gillet the 


& Dri and Dry Idea brands involvement in F 


preparations, a market where Gillette isthe 


worldwide leader, the Gillet Series and ‘earliest and most established sponsor 
Gillette for Women Satin Care brands are If this huge event. This partnership 
top sellers ‘clearly shows the analogous goals of 

Gillete and the World Cup: being 
RECENT DEVELOPMENTS The Best all abo 
Gillette i constantly challenging itself 10 being active, inspirational and 
develop new products. In recent year performance-oriented. Gillette's 
Gillette has introduced more than 20 new male grooming products are the 
products annually, In keeping with i finest performing products in the 
relentlessly innovative thrusts, Gillette launched world — and simultancoualy, The World Cup 
the MACH, a triple-blade shaving system with unites the best in World football. 


P 


BRAND VALUES 
The Gillette name and its brand 
value are unparalleled in its 
industry. Gillette epitomizes 


world-class products, world 
and world-class 
iher 


class brands, 
people. To 


achievement of having risen 
and stayed at the pinnacle ofa 
multi-billion dollar industry 
The company’s quality, value 


and effectiveness 


distinguish its world-class 
products. 

The trust that people all 
over the world have for the 
Gillette name is simply beyond 

n. Backed by the 


dedication and workmanship of 


deser 


position bese 


ogically breakthrough products 


consumers superior performance 


Because of Gillette's discerning 
knowledge 


masculine and 
immaculately groomed) and ofthe 
female image as well (modern, 


incisively meet each gender's 
needs, As a result, in the eyes of 
an uhra modern world intent on 


becoming more and more 


THINGS YOU DIDN'T KNOW 
GILLETTE 


O The annual production of Gilette razor 
blades, when butted together, wil circle 
the globe atthe equator 12.5 times (or a 
distance of more that 525,000 
Ailometeni 


O The average male will spend the 
‘equivalent of 139 days of his ie shaving. 


O In 1918, the US government issued every 
military man his own shaving kit, 
supplying over 36 million blades to it 
armed forces 


 Gillene introduced the first razor for 
‘women in 1903 called Milady Decollete. 


O To underscore Gillette's place ax an 
unequivocal household term, the word 
“Gillette”, when its “Gis not capitalized 
or is otherwise misspelled, will trigger the 
now familiar red underline associated 
with improperly spelled words on 
Microsoft's Word Document program. 


THE MARKET 


The essence of communication comes from the 


desire to reach out and create bonds with 
This desire bums brightest in the F 


Pino peo 
Globe Telecom has always understood that 
Filipinos are driven to be constantly connected 


‘due to their deep love for family and friends. And 


it's this love that has fueled the company 


expanding its network to keep all subscribers 
closer to each other. 

Through international services, texting 
MMS, and other various products, the company 


has been able to provide the Filipino consumer 


ACHIEVEMENTS 
Globe has always prided itself in being a visionar 
company from the very beginning. I was the very 
ne technology in the Philippine 
aho the first to offer SMS or what is now 
popularly kn 

Today, Globe continue 


pursuit of various wireless 

The year 2004 alone has brought Globe 
awards in Asia 
the Most 


the Year Award from the 


Telecom some ofthe 
in Singap 
Innovative Service 
2004 Asian MobileNews Awards, for its widely 


prepaid 


ing application 
Earlier in the year, Me Gerardo Ablaza Jr: was 
voted Best Asian Telecom CEO while Globe 
received the awari for Best GSM Carrier in Asia 
at the 2004 Telecom Asia Awards 

Given all these prizes, it 
Globe Telec 


n has reached its peak in terms of 
providing consumers with the most relevant 
products and services 


That thought cannot be further from the truth 


Globe, now møre than ever, has stepped up 
its pace in developing and creating newer and 


more advanced products for is consum 


HISTORY 
Globe Telecom can trace its humble begi 
to its predecessor, Dollaradio, back in 1928. 
Dollaradio was later renamed Globe Wireless, Ltd 
(GWL) in 1930. 

GWL, Mackay Rad 
Philippine Press Wireles, 


o and Telegraph and the 
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Corp. (GMCR). 
GMCR and C 


form GMCR, 


in 1993, Si 


Ayala Corporation 
expand Globe's capabi 


a Radio Syste 


CIOT 


searching“ 


Today, Globe Telecom has grown to include 
Touch Mobile. 
Innove Communications, a wireline voice and 


data service provider. 


telephone services, data services, Internet services 


ibe Handyphone cellular 


28XL SIM. the prepa 


bsidiary of Globe 


This message is ef 


Load MAX 


Kababayan, OF Ws from Japan and Hong Kong 


to learning tools and fun 


je world. There's the 
si-SIM excel with dual 


amily-onented prepaid 


cellular service powered by Globe. Many of its 


n needs. Through 


Globe, they know immediately that 


market's experiences and addresses its demands 

Globe's programs like Globe Girlfriends and 
Gents offer women and younger subscribers 
Privileges like discounts. through parner 
establishments, invitations to exclusive events like 
panies, advanced movie screenings, and others 


elite Globe Handyphone subscribers, 


BRAND VALUES 
Br 


advancement, and every Globe Plan has been 


ailor-made to meet the market's needs to make 
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3 Over 30 million SMS message 
through the Globe network every day. 


O There are presently about 445,000 over- 
the-air retailers providing load to the 
millions of Globe Prepaid subscribers in 
he Philippines 


O In almost every quarter there are over 300 
milion minutes of long distance calls that 
pass through Globe’s wireless and 
wireline networks. 


O The Asia Business Leader Award and 
CEO Choice ofthe Year Award was given 
to none oer than Me Gerardo Ablaza J 
for dramatically increasing Globe 
Telecom's profitability and for continuing 
to spearhead the company's 
unprecedented expansion 
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‘THE MARKET 
From today’s kids, to their parents who grew up 
with Goldilocks, to grandparents who were there 
from the start as young adults, Goldilocks spans 
generations and eliminates al class harriers across 
market segments 

Coming up on almost four decades of 
sustained growth and success, Goldilocks has 
built an institution that evokes fond memories 
‘Consider that just about every family has a 
favorite Goldilocks story to tell. From Mom and 
Dad's wedding cake, to the Braco de Mercedes 
both Lolo and Lola enjoy immensely, to the puro 
and kakanin that ate > many suitors bring 10 the 
entire family in the hopes of wooing them, 
Goldilocks has in fact become both an integral 
part of Pinay (colloquial for “Filipino” life, and 
even more w0, a Pinoy tradition. 

Goldilocks" impressive international reach 
{guarantees that Filipinos are not alone in being 
able to savor is delectable delights In California, 
American palates are routinely tantalized by 
Goldilocks" top foreign sellers like pork barbecue 
and fresh /umpia. Goldilocks also enjoys foreign 
‘market demand for vo decorative and imaginative 
cakes, particularly among Italians and Asians who 
live in neighborhoods proximate to Goldilocks 
cutlets 

Being the bakeshop of choice for the majori 
of the Filipinos, Goldilocks boasts of a 
dominating 100 percent tenal brand awareness and 
‘commanding 71 percent top-of-mind awareness 
in the bakeshop industry, based on the 2002 
survey Usage, Image, Attitude Study conducted 
by FB Consumers, 

‘In another survey conducted on the chained 
fastfood industry, Goldilocks alo has a 
commanding 100 percent total awareness as a 
fastfood player. Furthermore. i the last five years 
Goldilocks consistently ranked among the tp 
‘ight fastfood players in the Philippine chained 
fastfood industry 

M's no wonder then that 
there are now 163 Goldilocks 
stores nationwide, with 
franchises accounting for 
twothieds of that umber and 17 
additional outlets located in 
California and Vancouver, Canada 


ACHIEVEMENTS 
Consumers are not the only ones wh 
appreciate superior quality and 
standards. Over the years, 
Goldilocks has consistently 
pamered numerous prestigious 
awards, including the Most 
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Promising F: 
1999. Goldilocks is also a five- 
time Parangal ng Bayan winner 
{for Most Outstanding Bakeshop, 
and has received the Consumers 
Union of the Philippines Hall of 
Fame Award as Most 
Outstanding Bakeshop. 

In recognition of Goldilocks” 
staunch environmental effors. 
the Sagip Pasig Movement has 
bestowed the Most Improved 
Industry Award to the Goldilocks 
Bread Plam, while the 
Department of Natural 
Resources has awarded the 

alent to the Goldilocks 
ant. “FRESH BAKE” is 


Cake 
‘ho the fist Filipino bread line 


to receive the Department of 
Health's Sangtap Pinoy Seal, 

products meet, even 

exceed, government standards x 
for vitamin fortification, 


wisToRY 
Goldilocks in the Philippines is not just a name 
‘of a character in a famed fairytale, iis a storied 
Pinoy icon that has become deeply ingrained in 
‘the Filipino psyche. It isthe stuff of legends, with 
a tale to tell exhibiting a theme all Filipinos are 
enamored with; a modest start-up propelled 
through sheer determination, ingenuity and Pin 
entrepreneurial spirit into an enterprise of 
impressive proportions. 

The fable of Goldilocks” origin has been 
recounted hundreds of times, but it never loses 
its luster. United by their passion for baking and 
cooking. two sisters, Clarita and Milagros, and 
heir sister-in-law, Doris, opened a modest 
bakeshop alang Pasong Tamo street way back in 
May of 1966. From just 10 employees, two 
display stands and four tables within the humble 
confines of a single door apartment, Goldilocks 
has ballooned to 180 stores 
presently -both domestically 
and internationally 
‘more than 2.365 local 
employees. in May 15, 1966 
total receipts of $74 pesos has 
‘multiplied thousands of times 
over, reaching a system-wide 
total of three billion pesos by 
the end of 2001 

t tums out that even 
before Goldilocks was 
conceived, both sisters had 


“hh 


already’ been dabbling in 
the business, Milagros, by 
profession a registered 
murse, supplied several 
Manila school canteens 
with chiffon slices while 
baked and 
decorated cakes for 
special occasions in 
faraway Bicol region, A 
twist of fme 
sisters 


Clarita 


e 
hobby into 


something much more 
fulfilling. A third sister, 
astutely named the 
enterprise “Goldilocks” 
wih the intention of 
making H easier for 
children and their parents 

remember the shop's 
name. They believed 

pe would ing th 
ick and prosperity. Goldilocks did prosper, 
though not out of mere luck. The sisters 
dedication, hard work and business sensibilities 
Jed to a second branch just two years after the 
pioneering outlet, and from thereon Goldilocks" 
history speaks volumes for isl 


‘THE PropuCT 
Innovative new products and services keep 
Goldilocks atthe forefront of the industry, From 
its intial offerings of rolls, chiffon slices and 
pastries. Goldilocks moved on to decorative 
birthday and wedding cakes, catering services as 
well as full meals and Merienda choices 
Presently. Goldilocks’ extensive menu not only 
boasts of all-time favorites ~ from the perennial 
mamom, ensaymada and brownies ~ but also of 
rapidly emerging favorites like it» 100 percent 
bromate-free Fresh Bake breads, Sweet Delights 


Polvoron and Pik-a-Pop Caramel Popcorn. 
Goldilocks’ food shops also offer dozens and 
‘dozens of other Pinay teas like Put 

pancit palabok, lumpia shanghai, halo-halo and 
barbecue, Even with already more than 100 
products on its menu, the Goldilocks Research 


and Development team is continually engaged in 
creating healthy and tasty new products to satiate 
the discerning palates of Filipinos everywhe 


RECENT DEVELOPMENTS 
Goldilocks is persistently dynamic a 
in its approach to doing business. As such, it has 


not merely evolved with the times, but perennially 
sets groundbreaking trends in new products 
admired throughout the industry. Innovative 


marketing thrust are aso being employed as well 
and the result is that the past year has ses 
look and feel in both its bakeshops and food 


shops. 

Goldilocks recognizes that the trait of 
thoughtfulness is a cherished Pinoy value, with 
traditions like pasalubomg (arrival gifts) and 
padala (gifts sent out) being dominant 
expressions of thoughtfulness in Philippine 


ion of Pinay 


culture. Hence, the manifest 
thoughtfulness in the now happy custom of 
bringing Goldilocks goodies as small gifts In fact, 
Goldilocks’ popular tagline, “How Thoughtful 
How Goldilocks”, has evolved to become “How 
Thoughtful, How Pinoy”. The latter tagline 


embraces a tradition that goes beyond Goldilocks, 
while simultaneously reminding one and all that 
Goldilocks is indeed Pin 


PROMOTION 
Celebrations are a treasured feature of the Pun 
and Goldilocks makes it both simple 

thet on festive occasions 

s Party Fun Feast packages. These are 
assortments of buffet style spreads or 


Wie eye 


individually packed meals that can be ordered for 
a given numberof persons 
Also having originated as a promo but now a 


popular mainstay at all Goldilocks outlets, are 
birbir take-home) packs of atractively packaged 
bags or boxes containing a wide selection of 
goodies to ether take home or give out as gifts 


BRAND VALUES 
Goldilocks” brand name, essence and identity all 
boil down to simple values. Thoughtfulness. Care 
Love for family. With each mouthwatering 
product purchased, Goldilocks” delighted patrons 
fot only get a delicious slice of cake or 
Scrumptious meal, but just as importantly, they 
receive a aste of something truly Pinoy. And this 
is precisely the brand value of Goldilocks - to a 
multitude of Filipinos at home, in the United 
States and Canada, the name’ Goldilocks is 
indelibly etched in their hears and minds to mean 
the highest quality Pinoy culinary products and 


THINGS YOU DIDN'T KNOW ABOUT 
GoLDILocks 


O The Goldilocks Cake Plant on Shaw 
Boulevard uses 126,000 eggs and 3,650 
kilos of sugar every single day to meet 


‘consumer demand and bake the deik 
‘cakes and goodies everyone loves. 

© One of the most unusual orders 
received by Goldilocks was to creat 
‘miniature cake replica of the Ali Mall 
building for the occasion of its opening 
‘and blessing. When Ali Mal staff placed | 
the order, they did not consider the size | 
of the door. Hence, when the cake ws 
delivered, it could not fit through the 
door. 


O Another request spanned a couple of 
‘decades and two continents In the 1970s, 
a young lad celebrated his 7th birthday 
with a Goldilocks Combat cake (in the 
style of Gl. Joc). Sadly the boy died a 
few years late, Fast forward a couple of 
decades when his sister, who had 
subsequently moved to Canada, had a 
litle boy of her own. To celebrate her 
‘own son's 7th birthday, she asked a 
Goldilocks outlet in Vancouver to 
duplicate her brother's cake. Armed with 
only a snapshot af the decades old cake. 
Goldilocks re-created it. The crafty 
reproduction touched the woman 
profoundly as she was able to relive 
memories of her brother through her own 
son's birthday cake. 


© During the height of Martial Law in 1974, 
Goldilocks was appointed oficial caterer 
for the Malacatiang papal visit of Pope 

| Paul Vi. On the day of that 

«extraordinarily significant papal visit, the 
emire Metro Manila area unexpectedly 
experienced a major blackout, On their 
toes, Malaca-ang quickly ordered 

Meralco (Manila Electric Company) to 

specially supply the Goldilocks plant with 

| power so the vital order could be fulfilled. 


THE MARKET 
With the population of the Philippines hurtling 
towards 90 million inhabitants, there's no 
stopping the food industry. Simultancousl, there 
is a considerable increase in the number of young 
people entering the job market who are on the 
io, have disposabl sand are therefore 
fable to afford eating out regularly. A growing 
number of them have a preference f 
‘convenience food, a trend unlikely to ever slow 
down, 

‘Against this backdrop, Filipinos have an 
undeniable afinity for eating pizza. The 
proliferation of such establishments is testimony 
to this, and at the forefront of pizza names is 
Greenwich, the number one pizza brand in the 
‘country today. The demand for pizzas is rapidly 
cloning the gap on chicken and burgers. After all 
pizzas not only ofer a great variety of tastes, but 
they also satisfy the Filipino cultural 
sharing food, and good times, with 
friends alike. 

Jollibee ration acquired a 
majority shareholding in the Circenwich pizza 
chain in 1994 because it recognized this trend. 
Not only did it infuse needed capital im doing so. 
but just as importantly Hs vast experience in the 

ng of convenience foods. By 
the end of 2003 total annual sales of Greenwich 
reached three billion pesos, up astronomically 
from P200 million registered in its first year of 


jeasure of 
iy and 


Foods Con 


successful market 


operations. 

The target market has remained the young and 
Vibrant, with Greenwich providing the best 
of pizzas, pastas, chicken dishes and a lot more 
at prices significantly lower than those of the 
‘competition while ensuring the utmost of quality 
The market's response o this has been nothing 
short of spectacular, making the wholly Filipino- 
owned Greenwich the number one pizza chain in 


the Philippines. in terms of store network and 
‘customer preference 


ACHIEVEMENTS 
The growth of Greenwich 

is unprecedented in the 

convenience food industry of 

the Philippines. tn the three short 

years from 1994 10 1997, it doubled 
ts number of stores from 50 40 
100, Spectacular as that may have 
is noteworthy that this 

took place while 

the company 


phenomenon 


policy of FSC: Food, Service and 
Cheanliness 
takes every 
to delight thei 


customers. Equal importance is 
piven to Food, Service and Cleanliness 
(FSC), which serve as the company's 
recipe for success AI ingredient 
of highest qual 
‘customers enjoy remarkable qual 
Il Greenwich outlets Emphas 
placed on integrity. passio 
‘excellence, enterprising spirit, and 
the importance of delighting the 
customer to the utmost des 
possible, The final ingredient is 
cleanliness & condition, where 


ty 10 ensure that 


sarvation in food preparation 1s 
houi its history. 
Greenwich has garnered 


numerous distinctive awards, such as 

+The Greenwich Trademark and Logo, as well 
as the Greenwich Package Design were 
winning entries at the U.S. 
Creativity 31 Annual 
Awards Competition in 
Cincinnati, Ohio, USA in 
2001 and the Global 
Identity Competition fi 
achieving the highest 
standards of excellence 
the latter being the first 
exer winning entry from 
the Philippines 

+ Recognizing its exemplary contribution 1o 
society, Greenwich in 2002 and 2003 was 
Voted The Most Outstanding Pizza Parlor by 
the Parangal ng Bayan Foundation at their 
15th and 19th Annual Consumers Excellence 
Awards 

+ Also in 2002, the Consumers Union of the 
Philippines, in their 14th Annual National 


Consumers Awards, honored Greenwich as 

The Outstanding Pizza Fast Food Chain, 

The bottom line is a most unique Greenwich 
experience from the time customers enter the sone 
to the moment they leave. This has spelled 
tremendous success for Greenwich tothe extent 
that since 1997 Greenwich has served more 
customers than any other pizza chain. H continues 
10 do so today. 


pinza sio 
Center, Metro Manila, calling her modest outlet 
Greenwich Pizza, By 1994 — when competition 
had become very fierce with the entry of 
imternationally known franchises ~ C 
Pizza's success had 

The piant Jollibee Food Corporation, U 
successful hamburger store developer in the 
Philippines, saw this burgeoning market and acted 
quickly. in May of 1994 acquiring an 80 percent 
shareholding and renaming the company 
Greenwich Corporation 


By June 1995, new packaging designs in line 
with the company's rejuvenated image were 
{otroduced, The Research and Development team 
was also busy, and the following month seven 
different flavors of Greenwich were launched 
‘cluding the stil favorite Greenwich Special that 
has seven choice toppings 

By October 1995 a specifie, tri-media 
marketing campaign targeting the young and the 
vibrant had hegan in eamest, and Greenwich’s 
brand new image was revealed on television, radio 
snd inthe print media. By the end of that year, 
Greenwich had $3 outlets, more than doubling 
the previous year's sales from P100 million to 
P200 million. 

Greenvich’s proposition had always been 
providing value for money. A shining example 
of this occurred in August of 1999 when 
Greenwich added more toppings on all pizza 


Mavors without increasing selling price. This best 
value-for money proposition exemplifies the 
company’s respect and recognition of the 
customer's hard-earned money 

In September 1997, a major milestone took 
place with the opening ofthe 1001h store. By the 
end of that year Greenwich constituted fully ten 
percent of Jollibee's profit earnings. The year 
1998 proved tobe a tremendous year as well, sales 


reached two billion pesos. In 1999, the company’s 
automated. state-of-the-art pizza crust production 
line was opened at its Pasig commissary 
thereafter ensuring consistently high quality pizza 
‘rust and operational efficiency 


Business Partners 
Aimed at continuously multiplying its business 
partnerships, one of Greenwich’s 
strengths lies in the cultivation of is franchising 
track record and fr 


chise relations. As a result 
many franchisees have grown their busi 
With the company, adding more and mo 
Greenwich stores 10 their already progressive 
network: As of mid-2004, Greenwich had 108 
franchised stores ma 

118 company-owned stores 


qwide to complement its 


Today, Greenwich has 226 stores nationwide 
Tuguegarao, Cagay: 
Province to General Sanos City, down south One 
(telephone number del 
i Manila and Ceb 
2004 

No other company’ in the Philippines has 


ry service was launched 


in 2003, and in Davao in 


experienced such growth. Greenwich has made 
‘and still is making history 


THE PRODUCT 
Groenwich's success is that 
it was conceived and 


developed to cater to the 
distinctive uste preferences 
of its consumers at value 


for money pricing, with the 


primary concern in the delivery of 
‘ts products being that customers obtain the same 


high quality. taste 
and serving 
portion in every 
let no matter where it 
mas be inthe country 
The major products of Greenwich are pizza 
pasta, chicken and Baked 
Rice Melt, the recipes of 
which have been 
determined on the basis 
of their popularity with 
Filipinos. Seven 


varieties of pizzas with a 
thin and crusty hase were orginally introduced 


and were an immediate 


flavors have been added 
Greenwich, through its 
research and development 


fons. 
continually adds new stems to ts 

menu based on their appeal 10 

Youthful Filipino palates For instance, 

a few years ago, it 
came up with a truly 
ungue Philippine pizza 

\ by introducing Manga 
lest the 


made fi 


ween of Philippine fruis, 
‘mango, Taday Greenwich boasts ofa total often 
flavors in the thin crust category (including 


Grilled Chicken 
Pissa) and thee 
premium fiav 
available i thick c 


Cassie, The thin enst favors 
are also available in the big group size pizza 


squares, cach of which yields 16 
gE ie sood for four 1o six 
perona. One can also opt 


4 » << Sari-Sari (mix 


and match) Square, 
any four ofthe 


square pizza 
The all time favorite today is stili the 
nich Special 


PROMOTION 
Advertising 

The promotional campaigns of its marketing 
efforts have contributed to the success of 
Greenwich Fach campaiga has a major theme 
1nd combines television with radio and print 
media 


‘Greenwich advertising embodies the young 
and vibrant brand character with ad campaigns 
that cater to the youth, Their tone and mood are 
fun and engaging. much like the youth of today 
A goud example ofthis s the “Ka-Cirenwich Kita 
jingle” performed by the popular youth band 
Rivermaya. An MTV production of this was also 

ire Ka- 


made featuring the same band. The e 
Greenwich campaign features different fun filled 
scenarios wherein pizza brings people together 

in a good way. 
Apart from these wadi 
campaigns, In-Store Promotions such as pr 
co-branded promotions and 


jonal_trismedia 


meals, Value Tre 
the like make Greenwich an even more exciti 


eaout place 


Social Responsibility 
Greenwich takes its social responsibility very 
Seriously 10, being good corporate citizens. As 
such, the company remains highly active in the 
community, involving stores i worthy activities 
such as festivals and outreach programs. A prime 
example of the latter is Greenwich’s Leam And 
Eam Project, initially tying-up with the Manila 
Youth Bureau to employ less fortunate youth who 


are industriously caming educations. By end of 

04, this program will have systemwide 
“pplication, with the objective of reaching talented 
bun financially disadvantaged youth across the 
Philippine archipelago 


BRAND VALUES 
Greenwich is keenly aware of the value of their 
brand name, Greenwich has developed a 

onal and reputation 

h food quality, value for money and just as 
‘operatively, service and cleanliness, 

The pizza loving public trusts Greenwich. The 
décor oft stores, the packaging of is products 
‘ts catchy advertising campaigns and extremely 


recognized name 


le pricing have all combined to give 
Groenwich an unmatched reputation amang the 
young and the vibrant 

And in a country where the youth dominates 


population landscape, these are the qualities 
of a true Superhrand 


THINGS YOU DIDN'T KNOW ABOU 
GREENWICH 


© The success of Greenwich ix such that 
since 1997 the company has served more 
‘customers than any other pizza chain, N 
continues to do so today, 


O In 1998, Greenwich ranks #1 among 
pizzapasta chains and hits 2 billion in 
sales! 


2 In August 2003, Greenwich celebrates the 
‘opening of its 200th store at Orosa comer 
| Kalaw Streets in Manila. 
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‘THE MARKET 
The contemporary snack food market in the 
Philippines is an extremely vibrant and highly 
competitive one Supermarket shelves today can 
hardly accommodate the countess sack fod 
Competing for consumers” attention and 
preferences, Made Irom diferent Food bases such 
{our som, potato and cuneate, 
they ae available in ilies flavors and 
Sizes. enriched with vitamin and minerals and 
packaged in a host of diferent ways 

‘The continued launching of more and more 
new products notwithstanding, peanuts remain a 
strong favorite of Filipinos. They are in fact a 
Shuck food staple that eater oa domestic market 
that is effectively boundary-free, and can be 
laid nt the folowing categories 

Traditionally prepared. peanuts. such 

“adobong mani” (peanuts roasted in oil 
tric) and "nilagang mani” be peanuts) 
+ Lesgrease pant, thone which have very 
minimal pretence of oil on the surface and 
mo oily feel or taste 
+ Comed / Cracker natn, which are peanuts 
covered with layers of flour and starch and 

none outer textures range from crispy 10 a 

Erunchy tough bie 

“Traditionally prepred peanuts are sold per 
shot glass or in smal brown packages. They are 
fo prevalent they il sidewalks with their tong 
vic aroma. Less grease and cea eracker type 
tus are primarily branded and are prominent 
displayed in" supermarkets, hypermart, 
wholesalers, convenience tore outlets, perrot 
‘ull cinemas, school, sari-sari stores. among 
‘thers, 

“The everincreasing numbers of snack 
substitu affect the growth not oniy of peanuts 
but ofall other snack Iines. However, there wil 
always be a natural market for peanuts, 
pankeulariy among Asians whose fondness for 
Peanuts and their natara avortul qualines s welt 
renowned, 


‘ACHIEVEMENTS 
Growers was the first peanut brand which enabled 
Filipinos to enjoy peanuts without feeling messy 
and oily. Its natural flavor blends well with is 
parlie seasoning. This innovativeness in the early 
b05 helped create brand awareness: and together 
with its distinctive flavor, developed a strong 
following for Growers. 


Since being introduced by Growers Food 

Industries, Growers has consistently been 

recognized as the top brand in the “ess-grease™ 

‘category it created. This leadership postion and 

product integrity has been maintained throughout 

primarily because of strict adherence to its hgh 

quality standards and the original formula of 

"Original Garlic” Navor. Here are just a few of 

the awards that Growers has received in recent 

years as a result 

+ Best Selling Peanut Snack Brand - 2002 
Dangal ng Pilipinas & Consumers Choice 
Annual Award 

+ Outstanding Roasted Peanut Brand - 2003 
‘Asia Pacific Excellence Award 

‘+ Top Roasted Peanuts Brand 2003 - National 
Consumers Quality Award (NCQA) 

+ Oustanding Roasted Peanuts Brand - 2003 
Family & Consumers Choice Award 

+ Top Roasted Peanuts Brand of the Year -2003 
Year- Ender Consumers Choice Award 

‘+ Outstanding Peanut Brand for 2004 - Parangal 
ng Bayan National Consumers Excellence 
‘Awards 


wistoRY 
Back in the 1960s, the 

number of snacks from 

‘which to choose was quite 

limited. There were 

predominantly biscuits, 

imported chocolate bars, 

“chicharon” (pork rind) and peanuts. Peanuts 
‘were sold primarily as ‘adobong mani’, or 
peanuts roasted in oil, a method of cooking that 
‘result in a highly flavored and aromatic snack. 
However, adobong mani was notoriously oily and 
messy. 

‘Against this backdrop in 1963, soft-spoken, 
‘gentle person named Mr. Shu Too Thip saw an 
‘opportunity to start a small business at his own 
residence in Blumentritt, Manila. His love for 


‘peanuts and penchant for experimenting sparked 
a concept in roasting that gave birth to the 
revolutionary Garlic-Flavored, Less Grease 
Roasted Peanut. 

‘After perfecting the formula, Mr. Shu Too 
assembled the roasting machines picce by piece, 
Soon his garage was transformed into a 
‘minifactory that produced 30 kilograms per day 
of Growers peanuts. Just a year afer its officis 
startup, Growers moved its operations 10 
Valenzuela to adress a growing demand, and not 
Jong afer saw its sales burgeon to Metro Mar 
and key cites nationwide 


The year 1986 saw the passing of its founder 
‘and visionary, as well as the incorporation of 
Growers Food Industries imo GFI Enterprises Inc 
Today, Growers is manufactured, wholesaled and 
retailed in vast quantities nationwide, It also 
serves the peanut requirements of shipping and 
airlines, and is exported 1o the US, Canada, Italy, 
France, Holland, the Middle East, Taiwan and 
‘Korea, among many other countries. 


‘THE PRooUCT 
For more than a decade following Growers! 
launching in 1963, the company grew and 
expanded producing just a single variant, its 
‘original Garli-Flavored peanuts, 

‘In 1986, Growers’ Salted Cashew nuts were 
ry Hot 
Honey 
Roasted Peanuts in 1991, Toasted Cashew Nuts 
in 1992 and then Glazed PINI Nuts and Mix Nuts 
in 1993 

To add even more variety ois offerings, GFI 
started importing almonds and pistachios from 
California in 1995 and Sunflower Seeds & Nuts 
from Minnesota in 1996, 

In the fourth quarter of 2003, Growers 
Crumble Nuts were launched! in Metro Manila, 


Pech Qeusa 7a -ht D: 


They are the first of their kind in the Philippines 

toasted peanuts with uniquely light and crispy 
bisquite coatings that gently erumble on one's 
palate, They are available in 3 variants: Ensalada. 
‘on Jalapeno, Chicken Adobo and Jamaican BBQ. 


Growers Crumble Nuts provide a new experience 
and horizon to the range of peanut products 
available today 

To date, Growers original Garlic Flavor 
remains the largest-selling variant of Growers and 


the one iis best known fo. 


RECENT DEVELOPMENTS: 

Today production and 0 

to escalate while purchasing power keeps going 
n. Simultaneously, most sack food suppliers 


persist in offering more varieties at ver 


competitive prices. It is in recognition ofall these 
that apart from ns outward marketing thrusts, GFI 
has spent ihe Jast looking 
imrospectively as well 


The result is that GFI has implemented 


various Cost Improvement Programs at the plant 
and minimizing cost 


improving 


aimed at controlling 


produet quality. Investments and changes in 


operations have been undertaken as well to 
Increase productivity 
The number of outlets carrying Growers 


continues to increase as more international and 
local supermarkets open new branches in Men 
Manila and the provinces. Moreover, more and 
more outlets in the tertiary areas are being covered 
through increasingly intensive sales thrusts 

In terms of product offerings. the launching 
‘of the Growers Crumble Nuts in 2003 is highly 
significant 


PROMOTION 
Over the years Growers has produced numeros 
successful promotional thrusts. In the mid 90, it 
showcased a Health Nut campaign anchored on 

ing jingle: "A 


a captivating TV ad with an ende 
Nut To Me Is Growers 
{Inthe last quarter of 2003, Growers launched 
its “Sarap Panggigilan! campaign using radio 
streamers that grace special events 
Growers also maintains its presence locally 


through prominent appearances a special events 
in big malls and via active participation in trade 
shows such as the annual International Food 
Exhibit (IFEX) held in mid-year at the World 


t EE EE 


Trade C Roxas Boulevard 
A new Grower 


brochure was recently 


launched with “NUTurally Irresistible” as its 


fs focused on making even deeper inroads into 


the export market 


BRAND VALUES 
Grower’ reputation as a trusted peanut brand has 
heen a hard-eamed one throughout is 40-year 
history, with its manufacturer, GFI Enterprises 
Inc, never wavering from its quality control 

‘Growers is perceived as “a peanut brand with 
prestige”. and such is its reputation that 
consumers from upper and middle-income 


brackets are willing t0 pay a litle more for it 
With their attractive packaging material and 
design as well as ther consistent, topnotch quality 
Growers products are often mistaken to be 
imported 

The Growers brand brings back happy 
memories of schooldays among baby boomers 
who recall Growers as being a part of their 
childhood. 

Growers” social responsibility as a food 
manufacturer is deeply snculcated inthe hearts 


the people behind the Growers 
rank and 


and minds of 
brand. Regardless of 
employees are united in working towards the 


Company's goal of offering clean, safe and 
healthy foods 
Strict adherence 1 quality standards 


encompasses receiving of atrial 
processing, packing, all the way to points of sale 


Such is the comprehensive nature of GFI's 


Quality Control covering everyone of is 
employees as well as its exclusive distributor, 
MarketReach Distributor Inc, that one customer 
once volunteered this unsolicited remark: 
"Growers is the only brand of peanuts 1 can eat 
inva movie theater without any fear of eating a 


spoiled, unhealthy mut 


THINGS YOU DIDN'T KNOW ABOUT 
| GROWERS 


O Growers products are very commonly 

| mistaken to be imported because of their 
attractive packaging material and design, 
as well as their consistent, top-of-the-line 
‘quality 


O The 15-gram pouch of Growers peanuts 
sold for only ten centavos in 1963, 


© The peanut is not a mut, itis a legume. tt | 
isch in protein, calcium, iron, niacin, | 
thiamin and carbohydrates, among others. 


O While the majority of snack foods fall 
‘under the “junk food" category, peanuts 
are considered a “health food”. To many, 
it is “brain food” 
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Hanford 


745 gou wear. 


THE MARKET 
The Philippine’sundergarment industry continues 
to grow with the expanding population and the 
ever-increasing demand for quality products to 
meet the hase clothing needs of men and women 
Having been a trusted undergarment manufacturer 
for half a century now, Mansfield International 
Inc. has been continuously setting the trend and 
lending the pack in this industry 

‘At the core of this market popularity and 
widespread patronage 1s there mamber one product 
line, a leader in the men’s underwear market 
Hanford men's underwear line. 


ACHIEVEMENTS 
Since its humble beginnings in 1954, Hanford has 
considerably expanded its distribution outlets 
‘ot just to outlets all over the greater Manila area 
but tothe different regions ofthe country as well 
The popular Hanford brand boasts 
the pioneer product line of 
International Inc., garnering both local and 
international acclaim for outstanding produet 
quality. It was recently awarded by the Nation 
Consumers Excellence Awards for being the Most 
Outstanding Men's Garment Manuf 
Various business organizations i 
abso cited Mansfield International 
well-maintained corporate image and 
superior quality management 
Virtually limitless recognition has 
been accorded Mansfield's 
products and services, 
reinforcing is strong 
competitiveness against the 
best in the world, 
Among awards and 
‘tations scooped up by 
Hanford are the 
Intemational Award for 
Commercial Prestige 
(Madrid), Arch of 
Europe International 
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Gold Star Award (Madrid), Intemational 
Europe Award for Quality (Paris), Golden 
Europe Award for Best Quality (Paris), f 
Intemational Award for Best Trade Name 
(Geneva/Rome), International America 
Award for Quality (New York), Golden 
America Award for Quality and Excellence 
(New York), and the Intemational Award 
for Excellence and Business Prestige (New 
York), 

Besides having won numerous awards 
from just as many business and consumer 
‘organizations in the Philippines, Europe 
and America, Mansfield’ product lines 
have become the official underwear of 


some major sports even the South 
east Asian games, as well as of the 
‘established Philippine Haskethall Leagues 
such as the Philippine Basketball 


Association, Metro Ball Association and he 
UAAP. 


msToRY 
Hanford races its roots back u 1984, 19 mode 
Juan Luna Street in Binondo, the origina site of 
Hanford Manufacturing. It was founded by its 
present Chairman ofthe Hoard, Mr. Te Bi. At the 
time of its establishment, the only other 
undergarments being manufactured were the so 
called Yankee Shorts 
Today, Hanford has expanded its ev 

widening product line into a fll-hlown industry 
thas also become a well-loved family tradition, 
passed from one generation tothe Heat with the 
case only products of wide acceptance can 
command The company has exter 

operations and nationwide dist 
‘numbering several hundreds inthe Create Mamla 


Area, Central Luzon, Northern and Sout 
Luzon, Central, Easter and Westen Visayas, and 
Northern Mindanao, 

Using only the finest materials, latest 
technology, state-o the-art equipment and expert 
Anining and sewing, Hanford continually 
produces high quality, trusted products. The 
workers" craftsmanship and the cor 


iant passion 
for excellence are considered its richest resource 
and the number one driving force for its 
expansion. Through their skills, talents, diversity 


and individuality, Hanford’ gos are consistently 
ach 


eved, manifested in the excellence, success 


superiority of Hanford products. 
THE PropucT 
Hanford, an unequivocal byword in men's 


undergarments, offers a complete line of men's 
underwear. Hanford’s growing list of products 
consist of men’s and boys’ underwear, T-shirts, 
briefs, boxer shorts, and “sandos" (undershirts), 
using only the finest cotton blends, spandex 
\waisthands and riple-stitehing to attain the utmost 
‘of comfort and durability. Utilizing only the best 
materials and latest technology in all ts products, 
Hanford is brand that has been proudly passed 
con from grandfather to father to son, effortlessly 
weathering the tough scrutiny of time: 
Here isa list of Hanford main and fre 
purchased products: 
= Hanford Classi = Premium Class, Comforter, 
Hipster, Supporters, T-shirts, Camisa 
Hanford Classic has a silhouette similar to the 
hipster, but uses a son, seamless Lycra 
waistband. perfect for those who demand 
additional comfort. Hanford classic sults the 
discerning classıc user, talented man who 


edicatedly and successfully balances his 
family and career life while simultaneously 
Pursuing personal interests as well 

+ Hanford Sport = Boxer Shorts, Koxer Brie 

Tank Tops 

Hanford Sport Briefs use 


‘outside garter 
especially crafted to give ultimate comfort 
and fenibility Is hip and trendy designs are 


suited forthe vibram and dynamie youth of 


Hanford Lycra 
Tangua, Thongs 


Compression Shorts, 


Lyras ability and elastici 


enhances this “second skin” effect for 


prolonged workout movemens 


Hanford Moys = Classic, Comforter 
Supporter Hriets 
His comfort and protection withstand any 


rough and tumble sports even the most athletic 


of kids pet into, with protective 


preventive qualities second to none 


RECENT DEVELOPMENTS 


Industry benchmark in the new 
millenium, Mansfield Intemational 
Ine. utilizes only top-of-the-line. 
cutting-edge technology in making 
products like Hanford. I actively 
seeks mew and creative innovations 
to improve its product lines in 
response to the changing needs of 

All these 
contribute greatly to Hanford’ 


image of impeceability and 
reliability. not to mention to the 
extremely credible name that 


Hanford exudes. This is evident in 
Mts catalogue, which is replete with 


brands as well as 
forthcoming products, the latier 
aptly representing Hanford's 
changing times, technology and 


needs of its target market and 
discerning centele 


PROMOTION 
Hanford fi made 
breakthroughs in advertising in 
the 1980's. Most of the brand's 
advertising mediums are 
accomplished in print and large 
format mediums 
numerous highway billboards 
row conspicuously doting the 
metropolis” arterial highways 
Televisio 

astutey usd, 
advertisement 


is now also being 


ave made their 


debuts on the TV screens of 
Philippine households. The ads 
feature masculine and wel 

Most of 
ons headline 


wed celebrities 
Hanford’ promo 


huge sponsorships. of such 
stellar organizations as 
the Philippine Basketball 


Associaton, the Star Olympics, the UAAP, and 
the South-east Asian Games, Hanford even had a 
096 Atlanta Olympics. Moreover, 

rd has bee 


since 1988, Har 
the PBA. 
Promotions are also further hyg 


oficial brief of 


ited by the 
endorsements of mega-celebrities wha have 


‘excelled in their respective fields and command 


tespect in the public's minds. For Hanford 
Classic, movie actor Cesar Montano embodies 
the typical Classi user ~ a talented 


balances his family and carcer while at the same 


time pursuing other interests that further 
‘complement his lifestyle. Actorrapper Carlos 
Jel for Hanford Spor, 

hip and 


BRAND VALUES 


focus of the Hanford tradition is 
ensuring its users that they can ale 
rely on the stability of an 


A sigifican 


{ota of compromise 
undergarmer 
on the quality and dur 


manufacturer whose strength ests 
oducts 


Word Boxing Champion Marco Ania 

Barrera anad plo per brane 

E | Champion Manny Pacquiao, Manny 
s | Pacquiao. donned Hanford Sport 

|, aasrwon, evden athe madia Oe 

photos of he vieri moment wherein 

the HANFORD SPORT GARTER was 

| mos ve just above hs boning shora. 


Mansfield Internationa Ine. Hanford has become 
a household name and part of tbe family, respected 
and patronized by people of all ages and from all 
walks of life. Chems and consumers can be su 

that the brand they have grown to trust will be 
accorded with the same level of confidence by 


ughout the years Hanford has remained 
partners, thus fulfilling 
pene 


the company’s vision 


te deeper into the 


global market. Hanford is also recognized fi 
Sharing its fortunes with the commurity- at-large 
aways giving back 1o the Jess fortunate a 

loking ou for the welfare of other, Hanford also 


steadfastly supports programs that promote arts, 


culture and peace In unison wih all these social 
contributions, Hanford has cemented its growth 
and strengthens i number one asset: its 
tunwavering quest for superlative excellence. the 
slowing characteristic of a superlative 
Supertrand 


THINGS YOU DIDN'T KNOW ABOUT 
WANFORD 


© The name HANFORD was created as a 
foreign-sounding name initially to 
‘compete with the foreign brands available 
fn the market then. Thus, it became the 
first Filipino brand with the equivalent 
quality of its foreign counterparts that 
‘was made accessible and affordable to the 
cal consumers. 


O im the last international boxing | 
extravaganza between Featherweight 
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HARTMANN 


MADE FOR COMFORT. 


ImemationalIn.'s operations and 


sumers. Thus, 
er for men with bs 
shield International the.'s n 


innovative produet line is a high-end 
‘of modern classics. Hartmann’s clientele puts 


are dedicate 


standard demands of a particular 
lo are dynamic in attitude 


This has boen made p 
hough the den exee 


brand name that assures the highest quality 


oducts. I has complete marketing 


ul nationwide distributions 
the Greter Manila Area, C 


guarantees that Hartmann will 
er the very best as expected by 


challenging € 
‘of the-tine undergarments 


s who anticipate only top 


THE PRODUCT 
Leading the pack among Hartmann’s many 
products is Hartmann HTM, an underwear line 
far the man who exempt 

style. Exudin 


character and 
a class of its own, it epitomizes 
the essential quality of manhood with a flair for 
individuality. What's more, its integrated elegance 
and simplicity meets the demands of fashionable, 
‘modern living. And, it combines high quality 
super combed cotton with classic soft designs 10 
ensure the optimum comfort only Hartmann HTM 
delivers. 

‘Hartmann ABQ is fashion and hygiene rolled 
into one. ABQ, or Anti-Bacterial Quality, is 2 
specially formulated high-grade process wherein 
an anti-microbial component is built into the 
fgarments fibers. This specific objective and 
design is to maintain garment freshness while 
simultaneously preventing the growth of odor 

nann ABQ combines the 


causing bacteria, Han 
inn tradition of sophistication with the 


features of the Antibacterial quality that 


is a compelling requirement for today's active 
ifesyle, It provides optimum comfort and 


durability that’s truly fashionable, in addition 


being odor-tree and fresh feeling 

Hartmann has now come up with the ABQ 
Flexo Tank, For obvious reasons, men here in the 
hilippines go for plain white shirts underneath 


their outer wear Under our humid and hot weather 
conditions, sweat glands are always active and 
stimulated. To absorb the sweat, an undershirt has 


always been the best solution. However, an 
undershirt does not always promote es 


‘movement, comfort, or adequate absorbency. 


Other cotton undershiris may still evoke a 


humid feeling and the discomfort of wetness 


In such cases, men tend to seek a better 


Unlike common 

that impede 
movement in the sleeve area, the 
ABQ Flexo Tank offers ease of 
‘motion. ts cut provides proper air 
circulation around the body 10 
Alleviate that humid, wet feeling. 


altcmative 
undershins 


and results ma cool. dry freshness 
instead. Moreover, in adding the 
ABQ (Anti-Microbial Quality) 
factor, satisfied users can be sure 
that wetness and odor will be 


absolutely minimized as a 
problem. The Hartmann ABQ 
Flexo Tank is available in white 
and colored in S, M, L, and XL 
This assurance of comfort and 
quality undergarments 
paved the way for a greater 
demand of the product. Thus, 
‘continuous growth in distribution 
unabated expansion 


PROMOTION 
The year 1998 was when 
Hartmann began to intensity is 
advertising. initiatives. Most 


adver 
and ange 
‘examples of the later are their 
‘numerous billboards now very 


ng has heen dane in print 
mat mediuma. Some 


visible along the metropolis’ main 
thoroughfares and highways 

teng 
used as Hartmann advertisements 


Television 1s one medi 


have made their debut on the TV screens of 


lippine households. 
Simultaneously, most of the 
Promotions for Hartmann's 
marketing thrusts were 
headlined and highlighte 


the Metro Hall Association 
(MBA) for the first 2 years of 


events and even fashion shows, 


highlighted by endorsements 
from celebrities who 


excelled in their respective 
Fields. Hartmann’s models are 


Patricia Javier a talented, sexy 


actress; Luke Mejares, a noted 
singer and performer, Alex 
Compton, an outstanding 
basketball player of the 
previous MBA League, Danny 
Siegel, one of PBA'S prides 
who plays for the San Miguel 
Beermen, and top Canadian 
‘model Todd Smith 


BRAND VALUES 
A par ofthe Hartmann tradition 


and users that they can and will 


always be able 10 rely on the stability of an 
tundergarment manufacturer of Mansfield 
International Inc.'s reputation. Through the 
relentless quality and durability of its products, 


Hartmann has become a household name and a 


pat ofthe family. cherished 


distinct men of 
be sure 
will be 


thatthe brand they have grown to tn 
just as revered and relied on by Future penerntions 
Hartmann is also a firm believer, and flee 


of activities that are beneficial to the co 


Ie supports programs that promote aris, culture 
and peace, Given this 360-degree picture of how 
Hartmann operates - it excellent products, high 
regard for its employee 


easy to see how Hartmann is effortlessly a 
Superbrand 


THINGS YOU DIDN'T KNOW ABOUT | 
HARTMANN 


O Hartmann was launched in 1997 throu 
a fashion show featuring the county's top 
mannequins. The show was graced by 
Asia's Songbird Regine Velasquez and 
was directed by Joey Espino, 


O The Hartmann Golf Chassie was the first 
activity of Hartmann a couple of months 
afier its launch, which was well attended 
by top celebrities, businessmen and 


politcal figures 


‘THE MARKET 
HJ. Heinz Company, proudly listed and traded 
publicly in the New York Stock Exchange under 
‘the acronym HNZ, is one ofthe world’s lan 
food producers ~ globally manufacturing a 
selling thousands of products to food retailers, 
the food service industry and the US military. 

Allover the world Heine is synonymous with 
high-quality nutritional products that consumers 
trust. The HJ. Heinz company is the world’s 
largest maker of processed tomato products, and 
Heinz Ketchup isthe world's leading brand. Heinz 
is the world leader in infant feeding as well, with 
majority market shares in the UK, Italy, Canada 
and Australia. I is also one of the fastest rowing 
businesses in the world’s two most populated 
‘countries: India and China. 

Heinz is aho the work's largest maker of 
baked beans, with Heinz UK topping the soup, 
‘beans and pasta categories. Indeed, Heinz is a 
powerful global food marketer whose leading 
brands, innovative products and great tasting 
recipes delight consumers in every part of the 
‘world, In addition, Heinz controls 60 percent of 
the US ketchup market. 


ACHIEVEMENTS 
Inthe fiscal year ending April 2004, 
worldwide gross sales reached 
almost eight and a half billion 
dollars, prew at an annual rate of 22 
percent and yielded a net income of 
US$804.2 mil 

Today, Heinz has number-one 
andor  numbertwo branded 
businesses in more than 50 world 
markets, and being one ofthe world’s 


countries, it offers more than 5,000 
food product varieties 
The company’s famous brands 


include Heinz. Orestda Potatoes 
and Weight Watchers. among 
‘many other marquis brands. Heinz 
brands are cultural icons w 

consumers around the world, and 
a constant companion to consumers 
of every age and culture in each 
food eateyory. Heit is the standard 
for quality, convenience and preat 
taste in food. 


misToRY 
Henry 3, Heinz was a born salesman, 
entrepreneur, and a business penis 
By age 12, he was selling produce 
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from his family garden. In 1869 
he and a friend launched Heinz & 
Noble; its first product being 
Henry's mother’s grated 
horseradish that was purposely 
sold in a chear glass bate to reveal 
its purity. 

Henry went on to establish a 
model factory complex along the 
Allegheny River, and by 1896, he 
had become the Pickle King. a 
millionaire and a celebrity in his 
own right 

Henry hept his people 
motivated by treating them well 
Working conditions at the Heinz 
factories were well above many 
‘employees’ personal living 
‘conditions. He also believed in 
total quality in a product, exclaiming 
‘emphatically: “Quality is 10 a product what 
‘characteris to a man”. His ketchup (which was 
first sold în 1876), pickles, jam, jellies and 
condiments were always made of the finest 

ingrediens. They were picked fresh, sored for 
‘quality and packed in the cleanest factories 

Henry was a promotional wizard as well 
He himself came up with the legendary $7 
Varieties and Pickle Pin slogans, He also 
made sure that the Heinz name was seen on 
billboards, newspapers, magazines and 
ils. In 1886, the company made its first 
sale abroad, and by 1900 Heinz salesmen 

had traveled to Africa, Asia, Aus 
Europe and South America to sell more 
than 200 Heinz product varieties. In 
1920, Howard Heinz, Henry's son, saw 

the ‘company through the Great 

Depression by introducing two new 
product lines: baby food and ready 

to-serve soup, 

By 1937, business had doubled 
Howard brought chemists into 
factories, agronomists 10 erop 
Fields, and linked the Heinz empire 
lo the world via international 
radio. 1941, with the US at war 
and Heinz UK under attack, 
Henry John 

“Jack” Heinz I, only 33 andthe 
grandson of the Founder, took 
over. Heine threw itself nto the 
war effort and women poured 
into Heinz factories. Beans To 


Bomben and Pickles To Pursuit 
Planes were the spirited 
slogans. 


Afer the war, Jack took the company public 
and moved Heinz advertising into the new world 
of television. Operations were launched in 
Holland (1987), Venezuela (1960), Japan (1962) 
and tay (1963). In the UK Heinz opened the Kitt 
Green processing plant, establishing what became 
the largest food processing plant in Europe at thot 
‘As of April, 2004, HJ. Heine Company 
employs 37.500 people all over the world, 
iis annual employee growth at a robust 3.6 
percent 


THE PRODUCT 
it isn’t Heinz, it isn't ketchup, Throughout the 
‘world, Heinz is synonymous with ketchup, Heinz 
Tomato Ketchup is known as the World's Number 
One Ketchup I is the most recognizable and most 
famous product from the H.J, Heinz Company. It 
is an American worldwide icon. In fact there are 
few icons in American society more recognizable 
than the Heinz Ketchup bottle. Research reveals 

well over 90 percent of U.S, restaurant 
patrons expect 1o see Heinz Ketchup on the table 

Heinz Tomato Ketchup sits proudly atop a 
multitude of restaurant tables everywhere in the 
world, It's one of the world's great brands, 
growing steadily worldwide, and at double-digit 
fates in some countries, Statistically, more tha 
50 percent of the world's ketchup consumption 
is that of Heinz. 

Heinz Tomato Ketchup boasts of all-natural 
Ingredients, and uses no artificial preservatives, 
coloring or flavorings. This natural formulation 
creates a natural tomato flavor and a bright red 
color. Heinz Ketchup's high quality tomato 
varieties are cultivated to contain less water and 
more pulp. Moreover, high quality processing 


ketchup in the Asia-Pac 
Heinz formed j 
Manila, giving 


Heinz- UFC, Philippines. A 


Philippines” leas 
become Heinz gateway 1 


the Philippine market 


superior 


Leading Bran 


y meals. The Heinz computer screen saver called 


broad scale Ker Plop! keeps track of time in 29 location 


food service te-up publicity blitze part of everyone's breakfast, lunch, dinner, or 
delicious a 


[BRAND VALUES 


I products, and world 


ample ofthis is the company's Say Something the Heine enterprise is living proof of thi 
controls water separation, which makes for 
smooth, non-grainy ketchup. The best tomatoe 
make for Heinz Tomato Ketchup’ ri 

ful thickness, In the Philipines, Hein Heinz labels are cultural i 
Tomato Ketchup is known as the Thicker, Richer, fun at the expense ard. The best ones are aroun 


the world. The Heinz Tomato Ketchup 
Tastier Ketchup. featured on Heine's front label in stores across keystone label is easily o 
Aside fom being known as the World's M ary B08 to food and kete 


Famous Ketchup, the Heinz name is behind other 


Blobal businesses such as foodservice, sauces and ton 


THINGS YOU DIDN'T KNOW ABOUT fil 
HEINZ 


O In the Philippines, Heinz Ton 
Ketchup is known as the Thicker, Richer, 


pet food, frozen potatoes and 


These top ten global businesses 


Heinz sale Tastier Ketchup, 


RECENT DEVELOPMENTS, 


The company expanded it 
Nagship Ketchup business by 


D Heinz founder, Henry Heinz, literally 
sank his competition in the 1880s when 


he bought all the products and machine 
buying two prominent Latin ‘of a competing company, put them in a 
barge, and sank them in the Allegheny 


River in Pittsburgh 


American companies, based in 
Rica, And, to further its 


profitable North American 
p O One of the most successful advertising 


campaigns of all time had deliberate 
misspellings: "Beanz Meanz Heinz”. This 
slogan sparked a healthy surge in the sale 
of baked beans in Great Britain, and 


foodservice division, Heinz 


acquired companies in California 
and Arizona that make and market 


foods for restaurants and other 


tional catch phrase. 


Heine is using these 3 Heinz developed the self-heating can, 
which nourished soldiers in the field 


acquisitions build on their 


thern European regional 
business, global Ketchup a 


DA Heinz Cream of Tomato Soup 


auces business and their Appreciation Society in Cornwall, 


burgeoning foodservice division: 


England, asks would-be members to pass 


To accelerate the expansion of aape 
Heine's dynamic sauces and J 


THE MARKET 
Babies are big business. The total annual baby 
products market is almost $18 billion globally. 
The baby care market, moreover. 1s a particularly 
fast-moving one. To be successful, manufacturers 
‘must constantly keep pace with an increasingly 
‘mobile population, shifting lifestyles and growing 
h 


AS the average age oF mothers" increases, and 
more and women emer the workforce two destinct 
types of moms have emerged ~ the traditional 
mom and the contemporary one. The former is 
younger, of lower income and will sacrifice her 
personal spending to buy a complete range of 
products for her baby. The latter tends to be olde, 
more affluent and increasingly demands 
muhi-purpose goods which offer valie for 
money 

In the Philipines, Johnson's has long been 
established and its products are extremely well 
known and trusted. Baby powder, oil and lotion 
fare not just used on babies, for instance, they are 
applied by millions every moment of the day. 
Travel by any means of publie transport in the 
‘mornings, and the delicate smelt of Joh 
Baby products seem to fl the at. 


ACHIEVEMENTS 
Since the introduction of the brand more than 100 
Years ago, Johnson's Baby has prided itself on 
the quality, safety and trustworthiness of its 
products. Today, Johnson's Baby is top of mind 
ot mothers and is considered the pre-eminent 
brand leader for baby toiletries. In the Philippines, 
Johnson's commands a market lead by a huge 
margin. Is products are the most sought after and 
used baby products in hospitals, and more 
mmawives use Johnson's Baby products than any 
other brand 

Johnson's Baby regularly wins international 
awards for its products. After all, if they were 
good enough for you, then they should be pood 
‘enough for your own baby. 


As a prime example, Johnson's Bedtime 
Hath and Johnson's Raby Lotion (Favorite Post: 
Baby Product) were big winners in the 2003 Child 
Magazine Beauty Awards. More than 40,000 
moms were surveyed by Child Magazine about 
their favorite beauty and general skincare 
products. Thousands responded, naming 
Johnson's" products among their number-one 
Picks for achieving and maintaining baby-sof, 
baby-perfect skin 


wustorY 
The Johnson brothers ~ Robert Wood Johnson, 
James Wood Johnson and Edward Mead Johnson 
‘set up a business im 1885 producing surgical 
dressings from a factory in New Brunswick, New 
Jersey The brothers first products were improved, 
‘medicinal plasters containing medical compounds 
mined in adhesive. They soon diversified into a 
range of other medicinal creations including sof 
absorbent cotton, gauze dressing and “kola” 
preparations for the relef of nausea 
Johnson & Johnson got into the baby business 
quite by accident, however, in 1890, following a 
of skin irritation as a result of using a 
medicated plaster, Johnson & Johnson started 
‘cluding a small can of ale with cern packets 
of plasters to soothe irritated skin. Soon, 
customers began asking for more of the powder 
which edt the bith of Johnson's Baby Powder 
fn 1893, and the subsequent launch of the 


Johnson's Baby brand in the US. Thirty years 
later, Johnson's Baby Powder was launched in 
the UK. Today, the company’s adult and baby 
tale’ are unequivocal brand leaders 


‘THE PRoDUCT 
The phenomenal, historical success of Johnson's 
Baby Powder led to a breadth of products being 
launched, Today Johnson's baby products include 
bahy food and milk, wipes and toiletries. 
Johnson's Baby toiletries account for a sizeable 
portion of the market. Products include bath 
items, shampoo, lotion, powder, soap and oi. 

{In addition to diaper rash, travel/gift vets, 
Johnson's baby products include 12 types of 
Johnson's baby oil (Aloe Vera, Aloe Vera with 
Vitamin E, Light Oil Mist and Gel Lavender, for 
examples): $ types of Johnson's baby powder 
(Lavender and Chamomile, Vanilla and Jasmine, 
for examples): $ types of Johnson's baby shampoo 
(Detangling Formula, Moisturizing Formula w 
Vitamin E, Softwash™™ , for examples); 6 types 
‘oft lotion (Soothing Vapor, Nourishing Milk, 
for examples); and 4 types of Johnson's baby 
cotton Swabs (Balls, Squares and Rounds, for 
examples). 


When it concerns baby care, Johnson's range 
of products is across the board, extremely 
‘comprehensive and unmatched in the industry. 


RECENT DEVELOPMENTS 
Asa means of giving back and reaching out to its 
consumers, Johnson's Baby through its 2004 
website provides free Step by Step printable 
uides and How-To videos on intricate baby care 
that enhances the bond between mother and baby. 
The guides include topics such as Bathing Your 


feeding Your Baby, Massaging Your 
Caring For Your Baby's Skin 

‘are newborn videos which treat such 
sensitive subjects as washing face and hair 
arms legs and feet; chest stomach and 
back: and citcumeision, The expert video 
‘encompasses such topics as feeding frequency, 
benefits of breastfeeding, weaning from breast 


to bottle, among a multitude of topical 
coverage. 

PROMOTION 

Shortly after the First World War, Johnson's Baby 


Powder became popular with large numbers of 
US customers, meriting the largest advertising 
campaign in the company’s history. Smiling 
babies were featured in color advertisements in 
most of the country’s leading home magazine 
titles, The ads were so popular that they were 
enlarged and shown in shop windows. By the mid 
sixties, Baby Powder advertising began to focus 
‘onthe profound, emotional bond between mother 
and newborn child ~ a theme that continues in 
contemporary advertising. A typical execution 
Featured a small child being kissed by mother, 
‘accompanied by the words, "Your touch tells him 
everything. That's why we make our baby powder 
s0 soft and soothing. It feels like love.” More 
recent press ads have attempted to personalize 
mother-baby relationships even further with the 
introduction of real people's babies refered 10 
by name, 

The emergence of retailers” own labeled 
products have had a significant effect on the 
‘market. AS a result, marketing support f 
Johnson's brand has been crucial for success 
Johnson's Baby therefore invests heavily in 
quality TV and press advertising. point of sal 
material, educational literature and product 
sampling 

This isnot a major problem in the Philippines, 
where Johnson's Baby maintains manufacturing 
facilities. Here, Johnson's Baby has, over the 


years, established itself as a firm favorite with 
‘even adult Filipinos. Most will apply n liberally, 
as, being a tropical county, it prevents chafing 
by clothing. So successful have promotions been 
‘over the years, that today, one can find Johnson's 
‘powder even in the smallest of family-run 


Johnson's recognizes the impor 


‘cultivating a close dialogue with moms and has 
in many countries, set up hot lines enabling 
consumers, retailers and health workers 10 get 
additonal information about is Baby products 
range. Education 1 a core promotional activity 
for the brand 


BRAND VALUES 
Johnson's is dedicated to making baby skin and 
hant care products of the highest quality, The core 
‘mild and gentle qualites of the brand have stayed 
constant over the decades. More recent product 


For many years, the company’s positioning 
inthe marketplace has been’ “Best for baby, best 
for you”. This is still the case today as products 
continue 10 be developed for the youngest 
member of the household upwards, with a many 
grown-ups valuing the hypo-allergic and pH 
balanced properties of the mild and gentle range 

“The core sirap line on many of the brand's 
‘advertising campaign i: “From the day you were 
born”, Johnson's Baby's relationship with the 
consumer is founded a deep-rooted bond of trust, 
hence another of the brand's slogans: “The most 
trusted name in baby care”. 

Tn 1943 Robert Wood Johnson wrote “Our 

single page document that outlined the 
company's responsibilities to its customers, 
consumers. the sommunıty and shareholders The 
credo is available in 36 languages on the 
‘company's website. The company's historical 
and unwavering adherence 10 the ethical 


principles embodied in the Credo, together 
with the unsurpassed quality of its products, 
have resulted in the brand's global recognition 
as a purveyor of world class products, 
benevolent employer, and, outstanding corpor 


THINGS YOU DIDN'T KNOW ABOUT 
JOHNSON'S BABY 


O Johnson & Johnson, Johnson's Baby's 
parent company, in 2003 posted 
worldwide gross sales of USS41 billion 
and net profits of USS7,2 billion. 


O Johnson's Baby Powder is Johnson's 
Baby's biggest selling product, with 
worldwide sales exceeding well over 20 
million kilograms per annum, making it 
the most widely used baby product in the 
world. 


(© With the population increasing annually 
‘ata staggering two percent per year, the 
Philippines is an exponentially growing 
market not bound 10 slow down in the 
foreseeable future 
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THE MARKET 
KFC Corporation, based in Louisville, Ky, ithe 
World's most popular chicken restaurant chain 
specializing in Original Recipe, Extra Crispy™, 
Colonel's Crispy Strips and Honey BBQ Wings* 
with home-stye sides and freshly made chicken 
sandwiches. Since its founding by Colonel 
Harland Sanders in 1952, KFC has been serving 
customers delicious, ulready-prepared and 
complete family meats at affordable prices 

The fastfood market in the Philippines is no 
different from the way it sin other parts ofthe 
world. Since quick service restaurants. were 
launched in the USA in the ate 1980s, the concept 
has evolved into an integral part of the lifestyles 
of busy living in the 21st century. Indeed the 
busier people get, the more important the fast food 
industry isto them 

‘day's consumer isin more of a hurry than 
ever before, he or she is also much more conscious 
of diet, cleanness, resta 
and overall quality of product. Fili 
always been quick 1o adapt 
the fant food concept burst onto the local scene, 
they have become some of the most enthusiastic 
customers in the world 

KFC (ht is no longer called Kentucky Fried 
Chicken) chicken is a particular favorite food of 
al Filipinos throughout the country and to them, 
the special secret recipes of KFC's succulent 
chickens are especially endearing. 

KFC in the Philippines continues 1o expand 
in line with incteasing consumer demand that 
continues to rise every year ~ both by virtue of 
preference for KFC chicken, as well as the 
‘exponential growth in the Philippines’ population, 
KFC Corporation is a subsidiary of Yum! Brands, 
Inc.. Louisville, Ky 


ACHIEVEMENTS 
KFC’ greatest achievement is reaching 
its current level of success. Since the 
1950, when the legendary Colonel 
Sanders founded the group with a 
USSIS0 social security check. 
KFC has grown to such an extent 
that there are now aver 11,000 
KFC outlets in more than 80 
countries and territories around 
the world serving some eight 
million customers each day 

The establishment of KFC in 
the Philippines has had dramatic 
<eflects on the local economy, providing 
employment both within the KFC 
organization as well as for the many suppliers 
of products, including poultry breeders and 
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rowers. therr feed suppliers farmers and more 

Aside from its famous fried chicken, KFC bit 
further into the Noo-Fried Chicken category when 
1 introduced new oven-coasted products in Ape 
2004. 


misToRY 
The founder of Kentucky Fried Chicken was the 
legendary Colonel Harland Sanders. The 
Colonel's bespectacled face with ns tader 
romec beard has become such an icon 


there 
fare people who believe he is a fictional (not 10 


say mythical fi 
advertisers 

‘But Colonel Sanders was a very real person 
and a very remarkable one to. Sanders was bor 
in 1890 and losing his father sin years later, the 
young Sanders had to care fr his younger brother 
and sister while his mother worked hard just 10 
feed them. The experience taught the boy 1 cook, 
and be clearly had an aptitude for it 

But twas not until 30 years later that Sanders 
tumed to cooking as a way of making a living. I 
was in the late 1930s, as the operator of'a service 

on in Corbin, Kentachy, that Sanden renewed 
his interest in cooking. He had no restaurant at 
the time, but served food to hungry travelers fom 
his own living quarters Before long. customers 
were turing up just for the food. So he moved 
cross the street and opened up a 143-seat 
restaurant in a motel, and operated this for nine 
Years under the name Sanders. It was then that he 
devised his secret recipe for fned chicken. His 
restaurant became so popular that Kentucky 
Govemor Ruby Laffoon made Harland Sanders 
a Kentucky Colonel in honor of his fine 


sre ~ a creation, perhaps, of 


Original Recipe 
Chicken 


ESN 


However, there were stormy times ahead. The 
Colonel's thriving litle business could not later 
withstand a new highway that bypassed the town 
‘of Corbin. The Colonel auctioned of? his busines, 
By then in his sixties, he was left with a USS1S0. 
‘social security chock with which to fice the future, 
1 didn’t daunt the Colonel, He used the money 
o set up his franchising business, and called it 
Kentucky Fried Chicken, He traveled across the 
country. cooking. in different restaurants for 
‘customers and employees, As his special recipes 
found favor, he entered imo handshake 
agreements with the restaurant owners who 
would pay him a nickel f 
sold by the restaurant 
His success from then on was 
exponential. By 1964 Colonel 
‘Sanders had over 600 franchised 
‘outlets for his chicken products in 
the USA and Canada, producing 
a USSI37 million annual 
tumover. It was based on the sheer 
popularity of the Colonel's recipe. 
The unique combination of herbs 
and spices which made up the 
Colonel's chicken coating was the 
By that time, Colonel Sanders was 
already in his seventies and the business had 
become 100 big for him. He sold it for USS2 


million in 1964 to John Y. Brown Jr. and Jack 
Massey, remaining a lifelong quality controller 
for the company. His face was also used as the 
company icon and he remained the main 
spokesman for Kentucky Fried Chicken. By 1971. 
when the firm was taken over by Hueblein Ine 

there were 3500 franchised and company-owned 
estaurants. Eleven years later, KFC became a 
subsidiary of RJ. Reynolds Industries, which was 
eventually acquired by Pepsico Ine in 1986, In 
1987, KFC opened in China, the first Westem 
style quick service restaurant to venture there 

The Colonel died in 1980 at the age of 90. 
the last years of his lif he traveled 250,000 miles 


a year, overseeing the empire he had founded. 
He was never t00 proud to roll up his ske 

don an apron, and demonstrate to the staff how a. 
really “inger-lickin” good fried chicken should 
be made, 


THE PRoDUCT 
N is generally agr 
obviously chicken 


sd that white meat 
should form par of'a healthy 
diet. A meal of white meat and salad, in fast, 
would find wide favor with nutritionists and 


dietary experts everywhere 
In essence, this i what the KFC product is 
all about. typical KFC meal consists of chicke 
coleslaw, tomato and gravy. All ofthe ingredients 
are of the highest quality and freshness, and the 
company ensures this by fixing the most rigorous 
‘andards for product uniformity and quality 


et by suppliers at all 


These standards must be s 


Of course, KFC chicken comes in many 
forms, but still includes the Original Recipe 
Chichen. Vari ries have adopted van 
that suit local tastes. In the Philippines, the crispy 
spicy altemative coating has proven to be very 
popular, while in Australia, it is the Kentucky 
BBQ Chicken that commands attention 
Whatever the 


hoice, however, the chicken is 
supplemented with such items as French fis, 
coleslaw, various drinks and deserts 


KFC is committed to providing a wide choice 


of quality foods, and suppliers are monitored 
closely by the KEC Technical Services Team. The 
T 5s that high standards of hygiene are 
maimained throughout the production process, 
right up to the moment the product is served 


to the customer, Each store is assessed 
regularly under a program known as 
CHAMPS, a happy acronym standing for 


CLEANLINESS, HOSPITALITY, ACCURACY, 
MAINTENANCE, PRODUCT, and SPEED OF 
SERVICE 


KFC still regards the Colonel's 
secret recipe of 11 herbs and spices as 
the hey to is heritage. 


RECENT DEVELOPMENTS. 
In 1991, Kentucky Fried Chicken was 
renamed KFC. A new KFC logo and 
design was adopted throughout the 
warid, which significantly enhanced the 
brand's image. By introducing a snappy 
brand name and dropping the previous 
reference t “fried” chicken, KFC has 
been able to reach the health conscious 


Further change was introduced with 
the development of new types of KFC 


outlets: flagship family restaurants are = 


hased in town centers and drive thrus, 
while KFC Express outlets are smaller 
stores with fewer seats to accommodate 

high volume business 
In October of 2003, KFC set the 
record straight and issued a press 
release primed worldwide which 
defended fried chicken’s capability of 
being part of a healthy, balanced det 
Notwithstanding. the company has 
iriher satisfy the needs and 


‘wants of consumers who prefer the non 
ted cate ducing new oven 
baked products in April 2004 

Also, KFC has very recently put out 
nutnnonal information forthe benefit 
of diabetics, dieters (KFC options for lo 
and calories) and other nutritional 
towards the maintenance of a balanced 


PROMOTION 
KEC actively promotes itself by employing sports 
figures to be spokespersons. In July 2003, the 
world's number one Anika 
Sorrenstam ted off for KFC by appearing in two 
new ads. And KFC is the fast track, 
literally and figuratively, with U.S, NASCAR 
racing great Dale Earnhardt Jr making his debu 
in his fest KFC commercial in June, 2008, His 

larly on the extremely 


female golfer, 


car, which races res 
popular US summer rac 
emblazoned with the KFC clearly 
illustrating that two of America’s mou famous 
icons have joined forces. 

Additionally, radio, TV and newspaper 
advertising are strongly supported by the KFC 
Franchise with each franchisee 
‘contributing a specified percentage of gross 
towards the overall marketing effort 


KFC also involves itself in local community 
projects and participates in public and private 
sector initiatives designed w help people pet back 
to work through work placements and training 
‘opportunities 


BRAND VALUES 
The KFC customer care program demonstrates 
the thinking behind the KFC brand: it aims 10 
deliver 101 percent customer satisfaction at all 
This was the policy of Colonel Sanders 
himself, whose personality, aura, logo and symbol 
remain powerful driving forces behind the 
His image is an important 
selling point, a symbol of familiarity to the KFC 
consumer. His reputation as having been a 
perfectionist is legendary, and his vaunted 
Sedication to quality and customer servi 
the hallmark of KFC's success to this day. 


THINGS YOU DIDN'T KNOW ABOUT 
KFC 


O KFC was founded in the 1950s with an 
elderly man’s social security check worth 
Jus USSIS0. 

O Colonel Sanders’ secret chicken recipe is 
still used worldwide to this day. 

© KFC currently serves about 23 billion 
meals every year around the world. 


O Everyday, nearly eight million customers 
are served by over 11.000 KFC outlets in 
more than 80 countries and territories 
shobaliy. 


THE MARKET 
Filipinos choose one name to capture all the 
drama, hums on and joy that come from 
both momentous and personal events. They take 
along Kodak's incredible range of photographic 
products to record never tobe: tepeated moments 
‘their lives. Parents with kids and young adults 
are key elements of Kodak's target market since 
they spend a lot of time and money chronic 
the growth of children. But this does not in 
anyway take away from middle-aged and senior 
clientele who just as 


‘maintain image keepsakes of life as it takes is 
daily journey 
Kodak's global leadership in imaging is 
ly in the Philippines, where it 
dominates not only the consumer market but also 
the professional, motion picture, health, and 
business imaging areas as well. As in most other 
markets the world over, picture taking in the 
Philippines is heaviest during the Christmas 
wlidays and during summer when outings and 
Fiesta activites are at their peak 
There are hundreds and hundreds of Kodak 
Express Minilabs throughout the country 
any setting new industry standards in pho 
processing and customer satisfaction. Kodak 
Philipines’ efforts are aimed at maintaining its 
market leadership and growth. and the results are 
unmistakable: satish 
motivated workforce, and 


manifested cles 


customers, a highly 

‘above all ~ superb 
products that can only come from the world’s 
most advanced! imaging techno 


ACHIEVEMENTS. 
The vast majority of all movies worldwide are 
shot on Kodak film. In the Philippines, Kodak 
has been present since the 
silent era of film, when 
movies starred Atang dela 
Rama and bore subtitles. 
Kodak recorded the first local 
talking plete in 1932, and 
the first movie in color, Ang 
ong Adama. Later, Kodak 
also became the innovator in 
special effects. 

Kodak's motion picture 
film is still the choice of 
Filipino cinematographers. 
Moreover, several of the 
countrys major newspapers 
use Kodak's photographic 

aning. improved 

plate-making, and processing 
technology to help them meet th 
deadlines, Kodak plays 


techniques for types 


thus 
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significant role in bringing more news, 
faster, and to more people 

Kodak film is also used for aerial 
photograph, which serves a number of 
‘ital fonctions, including the prediction 
‘of top yields, detection of plant diseases, 
and the spotting of pollution in rivers 
seas, and lakes Furthermore, Kodak fil 
used in radiography helps save 
lives through disease detect 

ships, keep aircraft flying, and 
manufacture electronics equipment more 
efficiently. 

A recem accolade the company go 
involved The Kodak EASYSHARE 
Printer Dock 6000 system. It won a 
prestigious award at the 2004 Consumer 
Electronics Show entitled Innovations 2004 
Design and Engineering. 


misTORY 
Since 1928, Kostak has been the undisputed leader 
in the Philippine photographic industry. Even 
before Kodak Philippines went into operations 
as a wholly owned subsidiary of The Eastman 
Keak Compans. Filipino entrepreneurs had heen 
importing Kodak products from Rochester, New 
York 

Kodak quickly pained wide acceptance inthe 
local market. Is first office, established in 
Binondo, Manila, had both retail and wholesale 
‘operations. Kodak was steadily and annually 
building up its business from its Binondo office 
when the outbreak of WWII halted its. operations 


in 1941. By that time, hobby photography, ax well 
as the fledgling movie industry, were already 
using Kodak products, 

Business quickly picked up when operations 
resumed in 1946. By 1957, the Escolta and Makati 
cutlets had been established, Sidewalk 
photography. professional studios, amateur 
picture-takers, and the revitalized movie industry 
all contributed to making Kodak the dominant 
source of all picturestaking equipment and 
supplies 

A major business decision was carried ou 
1974 when the company stopped engaging i 
retail, and established a nationwide dealership 
network for its cameras, films, photographic 
paper. and other products for picture-taking 

Hundreds of Minilabs nationwide now bring 
Kodak standards in photo processing to millions 
of Filipino homes. These facilities continue 10 
introduce new products and services that serve 
the many needs of business, and 


povemmen 


THE PRoDuCT 
Apart from its market leadership, Kodak is a 
recognized key inovator in the world of imaging 
meeting a wide array of consumer needs not 
ony in picture taking and film processing. but in 
various other essential fields as well In the world 
‘of cinematography. Kodak's motion picture film 
continues to draw rave reviews similar to the 
award-winning movies shot on it 
Perhaps unknown to many, Kodak x-ray films 
and chemicals are used in the country's most 
advanced hospitals. At the same time, Kodak 
digital cameras, photo scanners, photo CDs, 
printer docks, and inkjet media are setting new 
standards in desktop publishing and printing, 
‘Kodak microfilm products help banks speed 
up the clearing of checks. With such Kodak 


microfilm equipment, high-tech companies are 


quickly respond to customer needs. Amo 
Kodak's latest pr 


Print Kodak system, which makes digital pint 


order their digital prin 


be delivered anywhere 


RECENT DEVELOPMENTS 
The current craze and irreversible phenomenon 


the exponential proliferation of cellular phone 
capable of taking pictures and sending them out 
No fewer than eight Nokia phones ( 


collaboration with Globe, in certain instances) are 


involved in 

dak, These include 
MyGlobe MMS prints 
MMS prints from Ne 
* MMS to Prindi Kodak 
+ Prins from Nokia 3650 and 7650 with built- 


The Nokia 3650 and 7650 cellphone models the future when it comes to promotions. Go For Fully intent on fulfilling this mission, Kodak 
with builtin cameras provide a Connect to Life The Gold — Something For Everyone isa contest Philippines has embarked on a journey into the 
Like Never Before service, one that allows for from Kodak Picture Maher (that began on August fiture with renewed vigor to provide its growing 
captured moments to be brought to participating 2, 2004) wherein participants get a chance towin umber of customers only the best products and 
Kodak outlets for prints with templates, stickers, a trip to the 2006 Winter Olympic Games and services, For Kodak Philippines, the future is 


and other printing options. These options facilnate other great prze photographically now with the introduction of 
framing special moments or affixing stickers onto jevincreasing revolutionary producis in 
for everlasting keepsak BRAND VALUES Consumer Imaging, Business Imaging 

Kodak Philip id Presentation Tec Motion Picture 

PROMOTION n is continuing que. Imaging. Professional Imaging, Health Imaging 

dak wilizes certain traditional media of — the individual, credib ing Digital and Applied Imaging 

also highly visible as a worldwide sponsor of renewal, The ultimate goal is 10 pr cemer stage when H comes to anything and 
tlobal and local events. Moreover, Kodak wses customers and with solutions they everything that involves recorded imagery And 
the internet very effectively to stage global seek —to capture, stor and sn asa result, Kodak wields enormous influence on 


THINGS YOU DIDN'T KNOW ABOU) 
KODAK 


O In 1962, astronaut John Glenn us 
Kodak film to record his reactions to 
traveling through space at 17.400 mph. 


le quality that make 


A glowing example of how the 


Kodak was a worldwide sponsor of 
the 2004 Athens Olympics h 


from August 13 to 29, 2004, On his 1998 trip, Glenn (by then a US 
During the games i offered Senator) and other members of the Space 
Infoimaging In Action, an industry Shuttle program's 95th mission once | 


created by the convergence of again used Koda, this time a modified 
Kodak Professional DCS 460 Digital 
Camera to capture the mission's erica 
moments an well as awesome, panoramic 
views of earth. 


technology. Kodak was uniquely 


solutions to support the ATHENS 


14 Olympic Games. From healt © Other Kodak contributions to the space 


program include cameras specially made 
tnd adapted for the lunar orbiter a 
Apollo missions during the early 1970s 

O In December 1995, the US EPA 
recognized Kodak wih an 
“Environmental Champion” award for its 
voluntary effors to reduce mr emisiona 
Of 17 targeted chemicals. 

O Kodak received an Oscar in 1952 for the 
development of Eastman Color Negative 
and Color Print films, introduced in 1980, 


yraphic services, Kodak 
helped bring the Olympic Game 


les underscore 
the operative use of image 


and market opportunities for 


businesses around the world. 
Kodak always looks well into 


THE MARKET 
“The Modem Pinay: Confident. Independent. On- 
the-g. 

A far ery from the image of the traditional. 
conservative and unassuming Filipina. But 
however far she may have come from those Maria 
Clara days, one thing remains the same: her 
passion for being clean and feeling fresh all the 
time. 

They say you can spot a Filipina anywhere in 

orid by the quality of her personal 
iness. h's a habit, a way of life for every 
and humidity 


Pinay who has grown up i the he 


of the tropies. And when it comes to feminine 
hygiene, Filipinas are even more meticulous 
‘han us 
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Lactoserum 
Lactic Acid 


Lactacyd 


Lactacyd pioneered the feminine wash 
Industry in the country, and changed the way 
Filipino women took care oftheir most intimate 
parts. Eventually, it established a new product 

tegory and became the standard by which was 
‘measured the new Fresh Filipina 


ACHIEVEMENTS 
Widely prescribed by obstetricians and 
gynecologists all over the country, Lactacyd 
Feminine Hygiene now dominates the 
prescription market and continues to have a 
formidable presence in the Philippine consumer 
market. 

From 1999 10 2002, SM Supermarket, one of 
presented Sanofi- 
of the Year Award 
for its part in boosting sales. Besides having 
‘mamntained the number one poston nit produet 

tegory for years, Lactacyd Feminine Hygiene 
became such a market leader in the country that 
in fact, the Philippine subsidiary of Sanofi- 
Synthelabo, makers of the brand, became the 

largest seller of Lactacyd 
Feminine Hygiene in the world 

În recent years, a number of 
brands have tied to penetrate the 
feminine hygiene market, some 
‘of them aggressively marketed 
and advertised by high-profile 
celebrity endorsers Despite thi 
Lactacyd Feminine Hygiene has 
retained the loyalty of ns users by 
reinforcing its message of a 
naturally fresh clean that is 
recommended by obstetricians 


and gynecologists 


"l'm always fresh, 
always clean, 


hindi bitin” 
Lactoserum 


Lactic acid 
LACTACYD" 


wistorY 
Lactacyd Feminine Hygiene was introduced 10 
the market inthe 1980's, Initially, st was presented 
to Obstetricians and Gynecologists as a medical 
‘product designed to aid inthe treatment of vaginal 
infections, As one woman after another 
discovered how effective the product was, word 
spread from patients to doctors and raised 
Lactacyd Feminine Hygiene 10 the level of the 
most recommended feminine wash in the county. 

In 1992, Sanof-Synthelabo decided to market 
Lactacyd Feminine Hygiene as an OTC, or over 
the-counter product, launched by a nationwide 
pront campagn 

The response was overwhelming, By the end 
of the y sd a new product 
category inine hygiene and 
owned 90 percent of the market, What's more, 
the success of Lactacyd Feminine Hygiene also 
indicated a significant change in consumer 
behavior: Filipinas were becoming more 
conscious of how their bodies worked, thus 
Sifting from the old standard of soap-and water 
cleansing and becoming more informed 

onsumers, and more discriminating buyers 

In 190K, Lactacyd Feminine Hygiene 
launched its very fist full-blown advertising 
‘campaign that included television commercial 
print advertisements and various collateral 
‘materials. In a year's time, the brand saw a 60 
percent increase in sale» from the previous year, 
And 30 percent more over the next two years, 


© sate with 

nting the 
pH balance, It has two main 
components, both natural milk-based cleansing 
agents: Lactic Acid and Lactoserum 

Lactic Acid is a substance naturally secreted 
‘by the body, and is a woman's natura protection 
from vulvovaginal itching, irritation and 
unpleasant odor, Lactic Acid also strengthens her 
defenses against vaginal infections especially 
during vulnerable periods such as afier 
imercourse, during menstruation and at 
menopause 

Lactacyd Feminine Hygiene also contain the 
natural milk extract Lactonerum that enhances the 
beneficial effects of Lactic Acid. 

Wih these iwo ingredi 
Feminine Hygiene leaves a woman's most 
intimate paris feeling naturally clean and fresh, 


everyday. 

‘The product comes in bottles of various sizes: 
30ml, Oral, 150ml, 250ml and 500ml, as well as 
in Sml sachets and in vaginal douching kits- 

Lactacyd also produces Lactacyd Feminine 
Wipes, presmoistened towellettes with the same 
natural ingredients Lactic Acid and Lactoserum. 
These “no-rinse” mini cleansing cloths are 
conveniently packed for women on the go, 
naturally cleanse, refresh and protect her ftom 
‘dor and itching anytime, anywhere, 


‘Lactoserum| 
Lactic Acid 


Lactacyd 


RECENT DEVELOPMENTS 
With the suecess of Lactacyd Feminine Hygiene, 
the company introduced a number of variants of 
‘the product in 2004: 

Lactacyd Feminine Hygiene was launched in 
aretreshing new scent: Fresh Radiance. The new 


variant is the same naturally gentle cleansing 
formula in a refreshing new fruity-floral 
Arar 


Lactacyd Confidence was introduced to 
addres the neds of a rong adolescent market 
This is a feminine wash specially made gentle 
for young piris who are at the onset of 
‘menstruation, The consclousness to start a 
feminine hygiene routine usually begins at this 
age when the body is fast changing from a litle 
iri to that ofa young woman: 

For the prescription market, Lactacyd Vaginal 
Gel was introduced - the first and only vaginal 
tel preparation with glycogen. Marketed as an 
adjunct therapy for the treatment of vaginal 
infections such as bacterial vaginosis and 
Urichomoniasis, Lactacyd Vaginal Gel is 
prescribed together with antibiotics to restore the 
normal vaginal flora 

{In 2004, Sanofi-Synthelabo merged with 
Aventis SA to become the world’s third larges 
drug manufacturer. To date, Sanofi-Aventis is the 
mumber one pharmaceutical company in Europe, 
and ranks number three in the Asia Pacific region 
and number five in the Philippines. 


marketed to obstetricians and gynecologists in 
hospitals and clinics nationwide through teams 
Of medical representatives. AS part of its 
commitment to better feminine hygiene. Lactacyd 
Feminine Hygiene also maintains an alliance with 
the Philippine Obstetrical Gynecological Society 
or POGS, to educate women on the prevention 


of certain diseases associated w 
inappropriate and 

hygienic practices. 
Additionally, as an over-the- 


inadequate, 


incorrect 


counter product available io 
drugstores and supermarkets 
around the country, Lactacyd 


Feminine Hygiene also advertises 
in print, radio and television, 
stressing its medical heritage and 
natural formulation. To endorse the 
product, the marketing and 
adverising of Lactacyd Feminine 
Hygiene chose women who 
embodied the Lactacyd values of 
natural beauty, freshness and 
cleanliness 

nits advertising campaign in 
‘mid-2000, Lactacyd Feminine 
Hypiene chose 1999 Miss Universe 
First Runner-up Miriam Quiambao 
to endorse the brand. With her 
Filipina beauty and grace, she 
® embodied the ideal Lactacyd 
| Woman. The campaign was 


comprehensive, including print, 
radio, television and various 
collateral materials as 


sponsorships and events 
In the first quarter of 2003, 
Lactacyd Feminine Hygiene launched another 
celebity-endorsed campaign, this time with 1994 
Bb. Pilipinas Universe and TV personality 
‘Charlene Gonzales The campaign again stressed 
natural freshness and cleanliness, supported by 
its medical heritage. and was complemented by 
and message spots from the 
‘Obstetrical Gynecological Society 
000, Lactacyd Feminine Hygiene has 
is advertising wih advocacy 
‘campaigns with the help of Philippine Obstetrical 
and Gynecological Society (POGS). The initial 
‘campaign was on educating women about the 
Valves of maintaining good hygiene for feminine 
health. In 2002, efforts concentrated on the 
prevention of Uers ical Cancer through ns “A Peso 
fo Protect” campaign, where one peso was 
donated to POGS for every bottle of Lactacyd 
product sold. The funds were used to conduct 
free pap smear sessions in chimes and health 
centers nationwide. In 2004, the focus was on 
teaching young giris about their sexuality and 
about preventing teenage pregnancies through the 
Adolescent Health Issues. and Perspectives” 
project 


BRAND VALUES 
in the 1980's, Lactacyd Feminine Hygiene 
revolutionized the way Filipino women cared for 
themselves. With the support of obstetricians and 
synecologists from all over the country 


as testimonies from countless satisfied, loyal 
users, the modern Pinay acquired a new attitude 
towards intimate cleanliness and a fresh 
awareness of her body 

For nearly two decades an esential part of 
the Pinay daily cleansing routine, Lactacyd 
Feminine Hygiene continues to evolve to meet 
the changing needs of today's modern Filip 


ES YOU DIDN'T KNOW AI 


O The first-ever variant of fart 
Feminine Hygiene in Asia is Lactacyd 
Fresh Radiance, developed by Filipinos 
from concept 1o implementation 


O Lactacyd Feminine Hygiene is aho 
available in other Asian coumries such ms 
Thailand, Hong Kong, Malaysia. 
Indonesia, Singapore and Vietnam 

O Lara Fabregas was the first ever Lactacyd 
Feminine Hygiene TV endorser. She 
appeared in the television commercial 
entitled “Straight Talk" in 1998, 


o 


LBC 


Adeveloument 


THE MARKET 
The banking industry of the Philippines is 
comprised of universal, commercial, thrift. rural. 
and cooperative banks that totaled 499 head 

95 branches at the end of 2003, Of 


offices and 6 
these, 92 are thrift banks with 1,18 
the category 10 which LBC Development Bank 
belongs. 

With electronic banking in step with a world 


modemizing at lightning speed, the range and 
efficiency of services demanded by banking 
customers are expansive. Simuhancously, the 
Philippines" greatest export is is 

Overseas Filipino Workers (OFWs 
billions of dollars annually. Thus, to complement 


ts deposit accounts and loan products, LBC 
Development Bank caters 
made by OF Ws to their lo 


much so 
thatthe majority o tx customers are related to at 
Jeast one OFW. These are all part and parcel 1o 
the community banking that LBC Dew 


Bank engages in, an arena of development 
banking in which it has gained considerable 
Bil 


is and excellence in 


As the financial services 
Group of Co 


‘also provides banking services to is affiliates and 
employees. LBC Development Hank has 20 
branches nationwide and is a proud member of 
the gigantic Megalink network where it has 

sd 30 ATMs in strategic locations. This 
membership also renders its Automated Tellering 
Machine (ATM) cards valid in over 4,000 ATMs 


and over 


With the Bangko Sentral ng 
Pilipinas’ continuing reforms to 


strengthen the local thrift 
banking industry, LBC 
Development Bank is expected 


LBC Development 


Bank has also initiated a risk 


iew of making the bank a 


LBC ment Bank 


msToRY 
LBC Development Bank waces 
Rural Bank Ine. on 


anding of Pasay 


1956. Its primary b 


was 10 engage in lending to small and medium 


ing outstanding 
service, it was acquired in 1984 by a new gro 

The acquisition was then 
convened into a pevate development hank named 
Banco Real Development Hank, 


In June 1995, the LBC group acquired the 
majority shareholdings of Real 
Development Bank. This was prompted by the 


network that could answer tothe growing needs 
of OFWs - and fed to the birth of LAC 
Development Bank, or simply, LBC Bank. To 


strengthen ts operations the hank stockholders 


SAVINGS ACCOUNT, CHECKING ACCOUNT 


€ 


E) 


Sa Bang 
Kayo po ang 


o ng Hari 
masusunod. 


BERENGUER, is also the bank 
Chief Executive Officer. LAC 


used fresh capita 
The bank's Board 


nent businessmen i the Philippines, and 
Ms. MA, ELIZA G. 
President and 
Bank's daily 


Chairperson. 


operations are conducted by a core of seasoned 


and established personaliti 


the banking 


THE PRODUCT 
Apart from servicing the OF Ws and their families 
LBC Bank's range of services can be classified 


into two basic categories: Deposit Accounts and 
Loan Products, 


Deposit Ace 
Interest 


Accounts 
Double S 


ings Account (where a depositors 


money can be doubled, taa free in six and a. 
half years) 

ATM Savings Account (where ATM cards that 
an be ise in ten minutes are accepted in 


over ATMs 
‘establishments nationwide) 
ATM Bilis Padala program, with real-time 
casy automatic fund transfers accomplished 


4,000 and over 1,000 


in a secure mode - the fastest mode of 
remittance facility ever introduced 

Time Deposits (where a de 

interest for higher deposit levels) 
Loan Products 


Personal Loans - For as low as 1.25 percent 
imerest per month, loans of up to 200,000 
pesos with a maximum of 2 years to pay are 
available 


Auto Loans- For as low as 
14,500 p hly 
installments, brand new or 

AUVs 


are available theo 
and simple 
+ Homel 


per annum for the first five 
years, loans as low as 
500,000 up to a maxim 


1.1 places the highest regard on the value of 


paren Ko cs tank, but ast sport eershe thebeats and minda of ipnon, Wh highest 
we C= (LBC Bank y le. LINC Bank takes care of both 


The longer you save, 
the more you earn. 


RECENT DEVELOPMENTS 
LBC Bank's dynamie posture 
in sensitive and responsive to 
Inline with this, it has imple 


~ LEcaann 
‘rowing sophistiat 
required by the ban 
+ Several branches and ATM sites h 


physically relocated e LBC BANK 


Double Savings 


YOU DIDN'T KNO\ 
DEVELOPMENT 


Double Savings program 
and a Chikiting Saving 


Padal 


iding a host o 


O The majority of its customers are related 


benefits for kids u 
p it least one (1) Overseas Filipino 
Worker (OFW). 


D Each wank is addressed 
2 a Business Associate 1 connote his or 
her regard as part of the LBC Hank 


LBC Bank 
mediums of advertising: TY, radio, and print. practitioner of Total Quality M: 


THE MARKET 
The Ph 

sweet tooth 
br 

merienda 


ipine palate is much renowned 
And it's not just for desserts or 
but for daily 


ts that this holds true 
or snacks, which are an intrinsic part 
‘of Filipinos" lives. Foremost among the satisfiers 
of this fondness are bakery nems: cakes, pastries 
pu breads 
Given the fondness of Filipinos for bakery 


products, it is no wonder that there are a Jot of 
bakers producing a wide variety of bakery treats 
to fill the public's huge craving. The baking 
industry satisfies a large and growing market in 


the country, wth baked products beng aval 
in neighborhood bakeshops, 

ubie 

markets and supermarkets. They are made by 
small family-operated businesses or by large 


everywhere 
shopping malls, canteens, sari- sari stores. 


corporate manufacturers. 
‘Ove of the top manufacturers of the baking 
industry is Big E Food Corporation, producers of 
a comprehensive line of Lemon Square cakes, 
pastries and breads. The company's growth is 
driven by its ability to provide innovative, natural. 

tasty, and affordable products 
conveniently available 1o the majority o 
Filipinos. This has been Big E's mission from the 
and a tall promise that the company 


that are 


‘continuously strives to fulfil 
The company's growth is consistent with the 


population, the d 


Philippines 


(ous and high-value Leme 
Square products it produces, and their outright 
affordabity Given the compelling corpattlity 
‘ofall these factors, the future indced Hooks bright 
for Big E Food Corporation, 


has become 
Virtually synonymous with cheese cake, the 
sany 's orginal and signature cupcake flavor 
Lemon Square pre among the 
ite snacks of children in schools. They are 
ious in-between 


Square is the faet that ts 


recognized as healthy and 


n. The cupcakes are heavy 
wih milk and fresh epes 
Moreover, to emerge as stalwart of 


any industry out of grassroots beginnings 
“í considerable 


{is initself an achievemer 
Proportions. In Jess than 
existence, Lemon Square has gone from a 
single employee, the owner herself to the 
premier brand name under Big E Food 
Corporation, ane that gainfully employs 
hundreds of workers. The socio-economic 
Impact to the surrounding communities and 

ders has been extremely 


other staket 


very proud of 


some that the compar 


History 
There are few stories in Filipino 
entrepreneurship as inspirational 
as that of Lemon Square. In 1985, 
Maria Dulce Vergel de Dios, 
driven by her passion for baking. 
began deliver 

homemade cupcakes everyday 
from her residence in Valenzuela 
tothe wet market in Malabon. She 
had actually started h 


e $0 pieces of 


owt of her college thesis 


Ina scam two months, she had 
realized her dres 
and 


m of producing. 
selling, 1,000 of her 
scrumptious cupcakes a day 
These were of the original cheese 
cake variety, but by 1987, her 
product line had expanded to 
include brownies, 

and mamon. By 19 


‘operations 
had grown so much that Nina, as 

call her, 
transplanted her residence and the 
company’s operations to a 500- 


square meler property in 

neighboring Meycauayan. 
Growth from thereon 

exponential, By 1996, Lemon Square had 

purchased and imported a fully automated mixing. 

baking and packing machinery. ‘The 

building was also buih right on the premises that 


year, and the comp 
Meet of five trucks. 

A second fully automated machine, a 
sandwich cake maker, was acquired in 2000. This 
paved the way for the launching of GO! chocolate 
cred layered cakes and Inipit “Super Sarap” 


was by then operating a 


cake sandwiches 

Today, Lemon Square has an expansive fleet 
cof trucks that delivers really good baked products 
to most public markets, supermarkets, canteens 


We bake real goodness. 


and sari-sari stores all over Luzon. It has very 
recently begun to expand into the untapped 
Visayas and Mindanao areas, starting with the key 


cities of the Negros provinces 


cally good baked prod 
smorgasbord of bakery products. From 
nine types of cupcakes (Cheese Cake, Brownies, 

Banana and more) 1o four types 
lled Dre hocolate 
enrobed GO! layered cakes, to its Inipit line of 


cake sandwiches, the choices are 


ptiona 
Tis is in line with the company’s objective 10 
provide a wide range of favors to fulfil the 
consumer's wish of having a variety of products 
to cat everyday 


wen 


But it doesn't stop there: its pastry line 
consists of ensaymada in different favors, 
cinnamon rolls and choco chip rolls. Its bread ine 

in loaves, hamburger and hotdog 


consists of Pulle 


CUPCAKES 
Sman aa cart 


Refrigerated products consist of 
pizza crusts and empanadas. Lemon 
Square also has three retail outlets in 
‘Bulacan from where it sels ns full line 
of products This means the publie can 
savor these goodies directly through 
the company's own o 


RECENT DEVELOPMENTS. 
With the company’s drive to expand 
its product line ever further, it 
introduced its Inipit cake sandwich 

2003, doing so initially with its 
inaugural custard and chocolate 
favors. It was an instant hit. People 
loved the combination of a cream or a 
chocolate spread squeezed between 
‘cakes. To meet the consumers’ need 


for more varieties and to further 
sustain its initial success, Big E 
launched Ube-Pastillas de Leche 
in the last quarter of 2003 
Nowwithstanding Big E Food 
‘Corporation's perennial foresight 
of acquiring and 
end of 


2 


equipment much larger than 


production quantities, ir is, as of t 
2004, pushing existing capacities t0 the point 
that farther expansion s inevitable 

Apart from their comprehensive reach of 
public markets throughout Luzon, Lemon 
Square products in the past couple of years 
have also become highly visible - and 
much more available 10 consun 


supermarkets, grocery stores, sari-sari stores, 
and canteens They are now at the doorsteps 
of Visayas and Mindanao by being available 
in Bacolod and Dun 


PROMOTIONS: 
As early as 1999, the company in earnest 
began actively promoting the real baked, 
natural goodness that is products stand for 
today. Its slogan at the time, Siksik Sa Cake, 
Siksik Sa Sarap, was en 
print and TV ads. To this day, is n 
more filling and naturally delicious and 
‘nutritious «remains in consumer minds 

The Impit Adventures of Maverick and Ariel 
on TV is another of the company’s creative 
promotional drives. The comedy pair is highly 


popular with school age kids, and Inipit cake 
sandwiches are perfect for their snacks during 
recess and afterschool 

Namumutok Sa Sarap is the latest TV 
campaign of the company. I is part of the 
continuing story of Siksik sa Cake, Siksik sa 
Sarap. But this time, there is a highlight on the 
cake cracking (and children’s tummies getting 
filled), which is a unique feature of Lemon Square 
cupcakes. 


BRAND VALUES 
“Nina” Verge! de Dios is a hands-on owner who 
remains very active in daily operations, ensuri 
that Lemon Square's slogan, “We Bake Res 
Goodness", remains true to its words, This 
translates into consistent quality found in each 
and every Lemon Square product 

freshness, unrivaled taste, product density (and 
thus filling quality), and, just importantly 


Namumutok 


M is this unwavering commitment 10 
excellence that has endeared Lemon Square 
products to the consuming public, the mark 

true Superbrand, 


THINGS YOU DIDN'T KNOW ABOUT 
LEMON SQUARE 


O Maria Dulce “Nina” Vergel de Dios 
is a role model for Philippine 
entrepreneurship. She was a Fine Arts 
‘graduate of College of the Holy Spirit, 
Major in Advertising - and Lemon Square 
“products, and its logo, were bom out of 
the college thesis she accomplished 
towards securing her degree. 

O The chef in the updated Lemon Square 
Logo is called “Chef Jack”. He is a 
‘Dutch food consultant who helped Big E 
prodvce cupcakes. 


n 


leonardo 


THE MARKET 
The Philippines is known all over the world for 
its beautiful women, And a significant part of a 
Woman's flair is in her garment, body adornment 

that handbags 


and accessories. H is in this i 
have leapfogyed their functional use. They have 


in fact become irrepressible complement to 
women’s hair 


d make up, dresses, blouses, 
slacks and shoes - indeed her entire aura and 

personality 
în the 21st century the world has shrunk 
Globalization, plem 


significamly, uha 


telecommunications, cable TV and the internet 
have made imagery fro 
instantly available anywhere. This has occurred 


10 the extent that lines of cultura distinctiveness 
between consumer gods Iram dierent con 
have become fuzzy. No matter how entwined the 


world is getting though there i a distinguished 


part ofthe Philippine market that is endeared 10 
‘maintaining its Filipino sense of style while 
Keeping abreast, în truth ahead of, global tends, 
And i is in this ypecifi regard that Leonardo bags 
stand out 

The company’s ability to deliver exquisite 


quality and fashionable products at reasonabl 
prices while exuding Filipino originality 1s the 
ey tots success in the Filipin 

isthat, what started out be exclusively a ladies 
handbag maker has now expanded into a wider 


market. The result 


product line that includes children’s bags. At 
prevent Katsuji Manufacturing C 


tets in leading deparmer 


atonwide 


u 


ACHIEVEMENTS 
Leonardo bags have notched 
nitions, exemplified recently by having 
pamere the fol 
+ 2003 Outstanding Ladies’ Bag Brand a 
National Consumers Quality Awards 
*+ 2003 Top Ladies Bag Brand at the Family 


owing prestigious consumer 


Consumers Choice Awards 
+2003 Top Ladies Bag at the 11th Asia Pacific 


yp Ladies Bag a the 12th Asia Pacific 
Excellence Awards 
+ Finalist the Be 

the First Annual P 


Ladies Bag category of 
ilippine Fashion Awards 


M's dificult to imagine creations that capture 
sucoessive accolades such as those enumerated 
above without the products truly being the very 


heat there are in the Philippines today 


msToRY 
Katsun Manufacturing Corporation, makers of 
Leonardo bags, was established in 1990. The 
company began by developing chic ladies bags 
that were mainly supplied to different department 
stores and boutiques 

Throughout the 90s L 


ardo became a 


trendsetter. spearheading new sty les that became 
the standards the industry emulated. A number 
of other qualities that complement one another 
have led tothe company's success. Through good 
leadership, talented workers, 


cooperative merchants 
and a very receptive 
market. the demand 
for Katsuji products 
escalated. Leonardo 
had initially consigned 
its merchandise 10 
numerous Shoemart 
cutlets throughout the 
‘metropolitan Manila 

Such was the 


success of its products 
that soon after offers 


from Robinson's Department Store and Landmark 
Department Store came about, The company was 
thus abl to launch two other brands, Marie Claire 
for Robinson's Department Store, and Angel for 
Landmark Dept Store 


‘THE PropucT 
Leonardo offers classic pieces in an assortment 
and variety of ladies bags that are effortlessly 
‘mixed and matched without losing elegance, They 
are a celebration of the fine 

lepance, more stylish designs, and m 
ladies” handbags 


things in life - more 

re fun in 
The bags can be used for 
business. or personal reasons and are non-sensonal 


Leonardo products reflect a clean and classic 
image, exemplifying the modem Filipino woman 

personifies confidence, timelessness, 
sophistication and success. They are available at 


Å ali SM Department Stores nationwide. 


Its in-house designer and brand manager, 
Stephanie Lee, regularly goes on merchandising 
trips overseas. The results are that the label’ latest 
fashion collections are always trendy, delightful 
and utilize ultra comfortable fabrics. Once apain, 
without tosing ther Filipino identity. 

Leonardo bags are definitely the ultimate 
accessories for today's woman. When looking at 
cost, quality and style, Leonardo bags are 
a cut above the rest 
market today 


on the very 


RECENT DEVELOPMENTS 
Because of wide ranging appeal, Leonardo 
recently chose Kris Aquino, former first ds 


and presently a popular TV talk show host 
its personality endorser She s recognized by the 


A and B market and broadly 
attracts the masa (masses) as weil. 
Her resiliency is well known, as 
she has bounced back from 

ials and tribulations that are 


not uncommon to famous 
personalities. The public's 
reaction and interest in her life are 


strong. and so m the greatest sense 
she represents both the cutting edge qualities and 
siylishness of Leonardo bags 
The retention and attention she pets Irom the 
public are what go hand in hand with 
the popularity of Leonardo Bags - a 
synergistietelatoaship ined, 38 Ks 
is unequivocally one of the most 
Muential celebrity endorsers and 
Leonardo is the 
ladies’ bag. 


isan award winning tandem 

Kis regularly appears in gigantic, attention- 
grabbing billboard campaign applications. In 
addition, a 30-second TVicinema commerci 
featuring her in daring, sexy and vibrant poses 
carrying the fresh, eye-catching designs of the 
Iatest in Leonardo bags - was provocatively 
accomplished by B. Concepts Philippines and 

eted by its creative director and award 
winning brand man, Benz Jandoc. 

As a way of thanking its patrons for makin 
Leonardo the number one ladies” bag brand, th 
company ran an exciting contest from June 1 10 
August 31, 2004 that was dubbed: “Leonardo: 
Ride in Style, Get a Chance to Wine one of six 
Jianshe Motorcycles Icon 70". Every $00-pers6 
purchase entitled anyone to enter and a have 


win not just the motorcycles, but aho 6 
pains of 3-day/2-night vacation trips to Boracay 
all expenses paid plus pocket money. The grand 
draw was held on September 10, 2004 and th 
promotion was an immense success 


BRAND VALUES 
Benz Jandos exemplified his creativity 
to the max when he conceptualized a. 
unique theme for the atest pictorial of 
Leonardo Bags. He took a bold, new 
digital photography approach to 
showcase fashio 


statements, attention to details m well 

as classic and trendy style. B. Concepts 

tapped ace photographer Noby Cababero and 

od studem model to prove that body art and 

ial imagery highlight Leonardo Bags and 
‘magnify thei glamour, 

His inthis sense that L 


succeeded in exhibiting its cuting edge outlook 
by trying new things with social, universal and 
aistic relevance, thus elevating the image ofthe 
brand to a higher level. And this is how chle 
shoppers all over the Philippines view Leonardo 

jags. They look at the brand and the bags 
themselves as being in a class of thelr own, 


delivering international quality but distinctively 
remaining Filipino in designer and manufacturing 
excellence. 


THINGS YOU DIDN'T KNOW ABOUT 
LEONARDO 


O At presem Katsuji Manufacturin 
Corporation, makers of Leonardo Baga, 
‘operates over 25 outlets in leading 
‘department stores nationwide, 


© These include two other prestigious 
brands, Marie Claire for Robinson's 
Department Store, and Angel for 
‘Landmark Dept Store. 

O Leonardo chose Kris Aquino, former fst 
‘daughter and presently a popular TV talk 
show bost to be is personality endorser 
because she is recognized and accepted 
by the A and B market and broadly 
‘tracts the masa (masses) as well. 


© Leonardo Bags is the country's muli- 
awarded ladies bag and the Philippines” 
undisputed number one ladies bag. 
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THE MARKET 
The Philippine electronics and home appliances 
markets are very much in line with global 
conditions. They are highly competitive markets 
within an exponentially modernizing world 
whose population is simultaneously exploding 
in 2004 ‘at more than 6 billion 
inhabitant. 

Against this backdrop, Filipinos are known 
to eagerly keep up with rapidly m 
trends, thus compelling competing companies 10 
constantly innovate, In 

nds out by virtue of 


this respect, LG 
Electronics s 

to state-of-the-art advancement Spurred 
by hs DIGITAL LG vision, the 
company devotes its energy and 


its dedication 


‘of dighal technology that is changing 
at breakneck speed 


ACHIEVEMENTS. 
LG Electronics Korea's 
‘onmumer electronics industry sales, 
totaling a mere USSS9,000 in 1959, 
have increased yearly - reaching over 
USSI4 billion by the year 2000, 
Inthe Philippines, LG Electronics 


leads 


ably under ts local 
LG Coll 
Electronics. I currently ranks among 


has grown rem 
joint-venture company 
the top companies in consumer 
electronics and home appliances 

being among the top five in color TVs 
top throe in air conditioners and 
washi and the market 


misToRY 
On October 1. 
bom in 


1958 Gold Star was 
then a country digging 
itself out of the ruins of the Korean 
War which had ended in the early 0s 
The company's establishment is 


widely credited with ushering the 


modern era of the electronics industry 
n the country 

An unwavering commitment tothe 
promotion of electronics as an 
‘venti part of modem life by the 
company’s first chairman, In-hwui 
Koo, became the guiding light 10 
fostering the elsetronics industry in 
Korea, Armed with an 

neering spirit, the company began 
to open new horizons for the Korean 
clectronies industry and has not looked 
back since 
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@LG 


Digitally yours 


The first company in Korea to produce 
vacuum-tube radios in 1959, LG Electronics was 
Also the first Korean company 10 produce 


refrigerators, black-and-white televisions 
oners, personal computers and CD-ROM 
related 


tegrated circuit (IC) for digital TVs 
1997 as wel as for the 60-inch PDP in 1998, 
in 1995, the company changed 


a new brand identity appropriate to its campaign 
aimed at becoming a truly global company 
Merging wih LG Information and 
September 2000, LG 
Electronics now has six companies under an 
accountability-based business management 
system: These six companies are: Digital Display 
Digital Appliance, Digital Media, Digital System, 
Mobile Handsets and Digital Network. LG 
Electronics now has over $0,000 employees 


Communications in 


working in overseas subsidiaries and marketing 
units around the world, 


THE ProDUCT 
In its quest to achieve global digital 
leadership, LG Electronics has bee the 
first to develop and market digital home 


appliances and televisions with internet 
access, as well as many other digital 

roducts, Digital technology Is now a 
widespread reality, manufacturing LG 
Electromes products that are as diverse 
as the company itself 

LG abo develops and produces 
electric and electronic appliances 
make homes around the world more 
comfortable. The company's market 
shares of major products ~ including 
washing machines, air conditioners and 
refrigerators - are ranked first in dozens 
idwide, thanks to the 
company's proactive marketing strategy 
globalization and 


‘of concurrent 
localization. 
in the Philippines, LG markets 
innovative home appliances with unique 
features aimed at bringing con 


every home. LG Door 


Cooling 
refrigerator feature patented cooling 
systems with cold air ducts within the 
‘doors of the refrigerators, This result in 
Up to 45 percent faster cooling and locks 
in the freshness of food up to twice 
Jonger than conventional versions, The 
temperature is also kept stable, resulting 
in even cooling throughout the 
refrigerator 

LG room air condition 
typical expectations. They not only coo! 
effectively, they have treated heat 
exchangers that resist rust for a period 
up to two times longer than the 


surpass 


‘competion 
LG split type air conditioners have 

unique air purifying systems that 

remove din, pollutants 

cigarette smoke from the air. Hs filters 


are so powerful they block 
particles as small as 0.01 micron. 
LG Turbodrum washing 
machines have drums that rotate 
in the opposite direction of the 
pulsator during washing, This 
distinct washing system not only 
increases washing effectiveness 
by 20 percent, it is also very 
gentle on clothes ~ minimizing 
damage by over 50 percent 


RECENT DEVELOPMENTS: 
Time and again LG Electronics 
has transformed itself 1 adeoitly 
met an ever-changing business 
milieu. With a leaner body. its 

responsibility and 
efficiency in every operation have 
resulted in more flexibility and 


increased 


independence 

Centered on the Vice 
Chairman & CEO, the newly restructured LGE 
‘comprises three business divisions (Displays, 
Home Appliances, and Multimedia), the CFO, 
Human Resources, the Korea Sales Division, 
CTO's supervised laboratories, and the LGE 
holding company for China, LG Production 
Engineering Research Center activities, as well 
as the company's full-time auditing posture all 
contribute to company-wide teamwork. 

LG Electronics is at the forefront of home 


networks that represent the consumer electr 
‘ofthe future. The company has already come out 
with the Digital DIOS Refrigerators, equipped 
with a touch sereen LCD panel that ali 


to ahop online, 
TV broadeasts. 


ake video phone calls and watch 


The Internet Turbo Drum washing machine. 
on the other hand, c 
instructions for different laundry loads, LG 
Electronics has also completed development of 

rs and 


n download washing 


imtemet-accessible air conditio 


microwave ovens ar develop new 


appliances that incorporate digital technology to 


‘make life more comfortable and enjoyable 


PROMOTION 
LG Electronics is vigorous in its Point Of Sale 
(POS) promotional activities at major appliance 
and electronics centers all over the Philippines 
For every purchase of its 21-inch flat sereen 
(Flatron) TVs costing over a certain amount, it 
ives away a beautifully finished TV stand. All 
nos frost refrigerator models come witha 20-piece 
ood keeper set, while all washing machines come 
With sizable bos of a reputable washing machine 


detergent. Purchasing certain washing machine 
models provide an option to buy electric flat 
irons for the equivalent price of 15 US cents each 
The company also backs up its slogan, Life's 
Good, with 13 fully equipped and 

staffed 
the Luzon, 


competent 
centers spanning 
Visayas and Mindanao regions 
Notwithstanding the high-tech 

ts products, the 


durability of 


‘company believes that a 
formidable promotional tool 
exists in reliable after-sales 


service to deal with products still 
under warranty. as well as those 
that have already 


swith warrant 
expired. 
Finally, in keeping with its 
erve duty of promoting the value 
of education among Filipino 
youth, LG Collins Electronics 
continually engages public and 
private high schools from all over 
the country, enticing them to 
compete for prizes based on their 
scholastic acumen. In the 
process, its Digital LG Quiz 
Show notched a finalist slor fo 
Show in 


Best Game recent 


past 


BRAND VALUES 

LG Electronics is focused on achieving its goat 

to build “the Best Global Company 

on its key strength - digital technology. 
n fact, LG Electronics has set for itself an 


ambitious goal to be a key architect ofthe Digital 
Age, Towards this end, the company has laid the 
groundwork for a solid digital business by 
acquiring core technology, bolstering its financial 


structure, and implementing a “digital” corporate 
culture 
The company’s business strategy revolves 
around three key factors: 
+ Advanced and focus business struct 
+ Strengthening core competencies 
*+ Creating a digital corporate culture based on: 
Innovation, Openness and Partnership 


As the 21st century approaches the start of 
is fifth year, LG Electronics can be singled 
ou for dreams that 


everyone's reality today: A personalized, more 
comfortable and convenient world and one 
Wherein good things are digitally possible 
anytime, anywhere 

With the kind of vision the company has 


ed and executed throughout its 46 years of 
existence, consumers all over the world have 
come to acknowledge its name and vast range of 
digital electronics and appliances as being 
digitally ultra-modem, and of the highest quality 
Itis in this light that LG Electronics stands out as 
a true Superbrand. 


THINGS YOU DIDN'T KNOW ABOUT 
LG ELECTRONICS 


OLG Electronics’ top-of-the-line 


O LG's company logo represents “The Face 
Of the Future” The leers L and G in a. 
circle symbolize the World, the Future, 
Humanity and Technology. 


THE MARKET 
Southeast Asia Food, Inc, (SAFI) manufactures 
and markets Mang Tomas Sarsa (sauce, the most 
popular all-around sarsa (Filipino language 
derivation from the Spanish word: salsa, which 
means sauce) in the Philippines. Originally 
conceived as a dip for lechon (roasted pig), 
consumers over the years have discovered that 
its unique flavor is perfect as a condiment when 
‘added toa great number of Filipino dishes. Mang 
Tomas Sarsa provides the perfect balance in taste 
that Filipinos demand, evoking a hint of spiciness 
that alternates with a subile sweetness. 

This success is reflected by the fact that Mang 
Tomas Sarsa enjoys a lion's share of the meal 
sauces market 

Th spite of this unquestionable market 
position, further growth is sil being realized, as 
more consumers discover the pleasures of adding 
the savce to their traditional dishes to achieve a 
deliciously unique flavor. The popularity of Mang 
Tomas Sarsa continues to rise overseas, Currently 
Mang Tomas Sarsa is exported to the United 
States of America, several countries of the Asia 
Pacific Region such as Guam, Singapore and 
Saipan, as well as to Europe and the Middle 
East. Export volume has yrown exponentially 
in the last decade. 


ACHIEVEMENTS 
From its humble beginnings in the late 
BOs when it produced just 100 cases per 
month, Mang Tomas Sarsa has now 
reached a monthly production of 
almost 100,000 cases and still 
growing. From a tiny company. 
Mang Tomas is now a proud 
member of the NuiriAsia family, 
with ts roster of market leaders 
and popular brands such as 
Datu Puti, UFC, Papa, Jura, 
Maftan and Heinz. 

The demand for Mang 
Tomas lechon sauce is on fire 
aho because of the 
historically premer position 
lechon has occupied (and 
continues to do $0) in the 
culinary landscape of the 
Philippines Ifthe turkey is 
the symbol of American 
Thanksgiving Day 
culinary preparations, 
echon, the suckling pig 
slowly roasted over live 
cons to make it 
evenly crispy and 


n 


‘mouthaateringly succulent, remains the reigning 
centerpiece of a typical Filipino fiesta. Filipinos 
all over the world bring with them the image of 
the lechon everywhere they go, whether they are 
‘overseas contract workers or immigrants. Never 
‘mind if they cannot have the real thing... buying 
Instead a few kilos of pork, and then frying it in 
‘deep fat, they smile with delight after buying a 
honte or two of Mang Tomas from an Asian store. 
The feast then begins, conjaring memories of 
home from wherever they are 
Filipinos love to flavor ther food with dippen 
sauces, which the elders call “sawsawan”, 
meaning “where to dip”. It is not unusual 
therefore to find people dipping delectable 
chicken, fish, meat, even celery stalks 
and carrots imo a bow ful of Mang Tomas Sana. 
(Or ehe, for lack of a viand, they find an able 
substitute in Mang Tomas Sarsa, 
ming i as rice topping 
and favoring their nice with 


wistorY 
‘The company was formed inthe 
late KOs by Hernan Reyes. In 
those days, 

number 


houses prepared lechon sauces 
using their own secret family 
recipes. One such business, 
“Aling Piang” located in 
Quiapo, did not enjoy great 
popularity. Still Hernan Reyes 
‘believe thatthe thick, nch sauce 
they offered with the cooked 
mest was the best in town. 
Purchasing the recipe, Hernan 
Reyes set up a small 
manufacturing plant 

He named the product after a 
much more successful lechon 
house named Mang Tomas located 
in Sta. Mesa, Manila. 

Many years later, in order to 
tain an exclusive bold on the name, 
Southeast Asia Food Incorporated 
purchased the lechon house. By that 
ime Mang Tomas Sara had already 
become more famous than the lechon 
house itself. In October 1991, a group 
of Philippine businessmen engaged m 
the manufacture and distribution of 
food products and specializing in 
condiments, began to bring together 
several smaller manufacturers via both 


mergers and acquisitions under Southeast Axia 
Fad Incorporated, which later became an integral 
part af the NutriAvia group of companies, 

Mang Tomas also introduced other products 
such as ahot and spicy variant for consumers who 
prefered a slightly “houer” sarsa. Mang Tomas 

so introduced Mang Tomas Adobo Mix tallow 
busy housewives to convenicntly prepare another 
Filipino favorite, adobo. 


THE ProDuCT 
Mang Tomas was originally conceived as a sauce 
specifically for lechon, the king of dishes among, 
Filipinos, 

The result is a sauce that is sweet, spicy, sour 
and sity a combination that stimulates the palate 
and enhances the taste of meats, H was consumers 
themselves who discovered that the very same 
sauce was a superb accompaniment to many other 
types of food. As a dip, Mang Tomas enhances 
the flavor of liempo (roasted pork leg), lechon 
kawali (fricd pork), pork chops, squid balls, 
lumpiang shanghai (spring rolls), daing na bangus 
(Galted and dried milk fish), and among many 
others. 

Consumers have also discovered that Mang, 
Tomas Sarsa added flavor not just to cooked meat. 
but also to cooked fish, vegetables and other 
dishes, Mang Tomas adds a distinct favor to 
‘everyday dishes such as adobo (fied pork pre- 
‘marinated in soy sauce), chopsuey (meat and 
vegetables sautéed the Chinese way), kaldereta 
(stewed pork or goat), binagoongan (stewed pork 
accompanied by fish paste) and kare-kare (meat 
and vegetables cooked! n a peanut-based sauce). 
In effect, the sauce has now evolved into an 
‘inextricable ingredient ofthe Filipino kitchen and 
dining table. 


RECENT DEVELOPMENTS: Sarsa makes everyday dishes into 
The product was recently renamed Mang Tomas extraordinary ones by adding its unique 
All Around Sarsa to embody the product's flavor to the dishes. Recipes are 
Versatility as a dip for roasted and fried dishes, published in leading women's 
as well as a cooking ingredient for everyday magazines, while cooking 
dishes. The company has also developed an demonstrations are conducted on 
advertising campaign to inform consumers of television. 
Mang Tomas All Around Sarsa's versatility. Mang Tomas is kept in the 
Recipes using Mang Tomas Sarsa have also public's eye by with its promotion of 
been developed 10 demonstrate the latter's televised regional game shows 
indispensable value as a cooking ingredient. and cooking programs. Moreover, 
These recipes are widely distributed through on- sample sachets are distributed in wet 
the-pack merchandising and print ads. markets and supermarkets, allowing 
‘Ax part of this promotion, Mang Tomas potential consumers to tasie the 
All Around Sarsa alo sponsors cooking product. 
shows, demonstrating the product's various 
uses and harping on the improved taste of BRAND VALUES 
dishes when the sarsa is included in the The now very familiar logo of Mang 
recipe. Tomas shows a man's smiling face. He 
is wearing a salakot (the native cone- 
PROMOTION shaped straw ha), and a white shirt, 
media campaigns have proven to be a key both typically used by Filipino farmers. 
‘Thus he is portrayed as approachable 
ang as someone proud of his nationality 
‘campaign highlights how Mang Tomas All around as well as his name, Mang Tomas. H is 


a clever touch, as both aura and attire project a 
man of humble origins ~ suggesting a homey, 
‘unpretentious background with absolutely no 
snob appeal. The image endears Mang Tomas 
all the more to his multitude of Filipino patron, 
mot the least of which are the masa 
(masses), 

‘Of late, a subile change has heen introduced 
in the logo. I used to have a bamboo border, but 
mow has a more contemporary one using rounded 
«pes to signify that Mang Tomas, apart from his 
endearing. grassroots origin, has a facet to him 
that is also growing and changing with the 
times, 

Mang Tomas is recognized as the superior 
Filipino sauce of uncompromising quality. And 
as a result of the company's successful export 
thrust in recent years, people overseas. now 
‘regularly taste and enjoy the delicious flavor of 
Mang Tomas Ail around Sarsa inthe same way 
an entire nation has grown to instantly recognize, 
Jove and savor t 


Heaven na Heaven 


Roasted Chicken 


DIDN'T KNOW ABOUT 


‘Se sarap bawat Lagat me para bang mae lang 
Vast map sewnnwang Mang Toman, The Everly Allanol Pampagans 
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THE MARKET 
As of 2004 the 
Achieved a 

almost 98 


hilippines had 
literacy rate of 
‘Phenomenon that positively 
print 

market. Addo this the country’s 


influences the media 


unabashed democracy, free 
resultant 
and the 


speech and the 
erance for criticism. 


equation bevomes irepressibly 
in favor of the 
And this is 


newspaper 
industry not v 
‘mention a population expected 
to reach 90 million within a few 
The consequential his fo 
objective reporting isa diving 
force that ch 
way in which the reading public 


ly influences the 


chooses its newspaper daily 
With s 250,000 daily 
Sundays), The Manila Bulletin 


is an acknowledged market 
leader in the daily newspaper 
‘category, eliciting. the 

response from classified and 
display advertisements, Ni 


‘other newspaper has a better 
track record as a 
hroadshest broker between buyers and sellers 


ACHIEVEMENTS 
AS a two-page shipping document that published 
the schedules of incoming and out- 

the Manila Bulletin cultivated a reading habit 


among traders and businessmen. That sparked the 
beginning of its Classified Ads, a section 


aggressively read by anyone in search of 


employment, business 
CContemporarily, on weekdays the Classified Ads 


cover about 12 pages, or one pull-out section. On 

Sundays, it mukiplies to more than 60 pages, 
The Manila Bulletin also responded to the 

expanding readership market by shifting 


pure business standpoint 1o that of a daily paper 
for every member of the family. From daily 


yns featuring business, entertainment, sports 
and society, the paper's editorial departinent 
developed a variety of sections om other subject 
like health, real estate, agriculture, motoring. food 
and restaurants, youth and campus, and 
information technology This spurred an inerease 
in featured article 

base of the paper. 
sections have attracted wide readership in the 


and expanded the readership 


Available online. the v 


n 


feedback received daly 


THE PRODUCT 


Bee: 


1 of Ms reputation for accuracy and non 


ious reporting. the Manila Bulletin has but 
a credibility foundation that continues to increase 


news and information vehicle and a sin 


readership base spanning the A. B. and C market 
The main section provides f 


ews fed by a network of correspondents 
Other daly secon feature busines opinions 


sporis, transportation, 


additional variety 


There are an 
of subjects carried by the 
weekly sections: health, real estate, 


and restaurants fashion, agriculture, and garden 


in 2004 Manila Bulletin’s website 
www, is a fully developed, 
comprehensive source of mews, one that makes 
available- online - the newspaper's daily printed 


version toa widely growing internationally based 


Filipinos living overseas, but of foreigners who 
see lived in the country and religiously keep tab 


of daily domestic occurrences, and those who 


have not but are keen to keep up with 


plans 


mistorY 
On February 2, 1900, the Daily Bulletin appeared 
for the first time in the Philippines, an issue job- 
printed by El Progreso from No, 10 Carriedo 
Street, Quiapo, Manila. 

The Manila Bulletin initially established its 
nity as a paper catering primarily to business 
the stock market, business developments and 
analysis, business columns, and commercial news 
stories. From this particular orientation, it has 

me heavily into print advertising and classified 


ads as part of its mission to meaningfully assist 
Filipinos in finding employment, as well as t0 


serve as an effective broker between buyers and 


sellers of real estate and other chattels. The focus 
on business and industry accurately reveals its 
erstwhile secret of success, that was evidenced 
as far back as 1907 Bulletin editorial that alluded 
to its record of 


authentic” and late-breaking 


information on commercial and economic 
conditions 

Manila Buli 
enhanced by its identification as a provocative 
institution dating back to the begi 
American rule. It 


in's service dimension has been 


recorded monumental 


Philippine history — events from the rivalry 
between Quezon and Osmeña, the eventual 

‘Quezon to take his place as the 
first Commonwealth president, the beginnings of 
World War I, 1o the early post-war period under 
the independent Manuel 


Roxas. A business newspaper published only six 


ascendancy o 


times a week, it evolved into a general 
newspaper published also on Sundays since 
1965, 

The Manila Bulletin flourished, addin 


Panorama, a weekly magazine in 1968, 
subsequently the tabloid, Tempo in 1982, a 
handily camed and read version of the broadsheet 


The leadership of the Manila Bulletin as an 
exponent of Philippine progress fell on the 


shoulders of Chairman Emilio T. Yap, when its 


previous helmsman, General Hans Menzi, passed 
mway in 1984, Chairman Yap's even-handed 
management since then and through the year 2004 
has brought the Manila Bulletin w is present 


RECENT DEVELOPMENTS 
The paper marked its 104th birthday on February 


2, 2004 with a renewed pledge to continue 
providing accurate and objective information to 
the Filipino publi, Exactly 3 years earlier, or 

Oih anniversary, it had switched on ws latest 


priming system outed 
Mitsubishi assembly t 
building specially constructed to ace 
{his state-of-the-art system. The mac 
make it 


possible 1o extend deadlines 


acvommodate late-breaker news si 


advertising copy 
Despite the plut of informat 
MB Online d 


ting advanced user friendy features 
being the only online newspaper updated before 
mid 

The Manila Bulletin P 
during a meeting of the Bos 


Corporat 
Directors held 


dividend at par value of P1 00 per share 
P200, $00,000.00 payable to stockholders of 


nigh the gothic font that aptly represents its 
Jong history. It caries a reputation built on 104 
years of growth that in turn is based on its 
historically def responses to new market wens 


The logo also reflects the paper's steadfast 


accuracy, while respecting reputations and 
The Manila Bulletin is 


of ten places be it residences, 


offices, schools. medical facilities and even 


restaurants, Among renders. t has heen overheard 
if you haven't read it yet in the Manila 
Bulletin, then it can't be te". No doubt the 


principles represented by the aforementioned 
Ever present for more than 100 years, The 
Manila Bulletin has become a morning habit 
se found difficult 10 


THINGS YOU DIDN'T KNOW ABOUT 
MANILA BULLETIN 


O The Manila Bulletin was the first 


Philippine daily to offer its shares to the 
ne i accomplished on 


O The Manila Bulletin is the oldest 
newspaper im the Philippines, printing an 
dition every day forthe last 104 years, 
‘except for a single month after martial 
lass wan proclaimed by President Marcon 
in 1972 


2 The Manila Bulletin editorial department 
used manual typewriters until November 
198S, After a few seminars, the editorial 
staf aif to the Atec printing system, 
the most advanced in the world at that 


THE MARKET 
Soy sauce as a condiment reigns supreme in the 
Philipines because ofits everyday use in the vast 
majority of Filipino households, And the Filipino 
soy sauce that has been cherished, and relished. 
by Filipinos for over 50 golden years ix Marca 

Filipinos fondly eall Mara Pita 
'PIÑAkamasarap", meaning “the tastiest” in 
Filipino (with a clever play on the lener “n” from 
the correct spelling ofthe word, making it “W 
instead), Marca Pita soy sauce is known for its 
delicate sweetness and aromatic enticement. In 
fact, many believe that Marca Pia Soy Sauce 
actually contains pineapple. This perception exists 
not only because of its taste but also because of 

ts very name. Pina, a Filipino adoption of the 
original Spanish word, means “pineapple” in 
English. 

Filipinos are also endeared to Marca Pita's 
golden color, as itis neither too light nor too dark 
They have known for decades that Marca Pita 
brings out the natural qualites of the many dishes 
they savor. Because of its exquisite taste, Marca 
Pina Soy Sauce has been passed on fror 
generation to generation as the one, and only. 
Piftakamasarap, Marca Piña enjoys an ever 
expanding market in the Philipines, as well as 
an international one among Overseas Filipino 
Workers (OFWs), This foreign market is a 
tremendous one because the OFW force stands 
t eight million strong as of mid-year 2004. 
Marea Pita is sold in the US, Japan, Australia, 
Canada, United Kingdom, Hay, France, Saudi 
Arabia and many other countries, passing the 

nost stringent testing and quality contr 
sagures required by those nations 
Through over half a century of delivering 


trusted and proven quality, Marca Pins has 
evolved from a small. family-owned company 
imo the unequivocal Superbrand that today 
Its product line now includes a superb vinegat 
and a highly acclaimed fish sauce 


ACHIEVEMENTS 
Marca Pita has continued to expand is market 
by promoting its products to overseas Filipinos 
in their countries of residence. One of the ways 
im which this has been accomplished is through 
sponsorship of activities among Filipinos abroad. 
Marca Pita, for example, has been sponsoring a 
Filipino basketball team in Toronto, Canada 
ing local champions for several years, the team 
has been a partner in the company's continued 
purum of excellence, providing the tandem of a 
Superior product and a wins 

only promotes the Marc 

encourages Filipino youth to be involved with 
their community 


wisToRY 
National Soy Factory began operating in the late 
19405. tt started humbly as a small backyard 
factory in Grace Park, Caloocan City, Metro 
Manila. As its brand Marca Piña became widely 
Aranan. production capacity was corresponding 
Increased. In the 1980s, the company name was 
lalanced Food Corporation. At the 
‘Marca Pina also purchased brand new. 
state-of-the-art packaging machinery. The 
‘of the most modem Japanese ferme 


technology of the time was accomplished, 
instantly resulting ina markedly higher quali 
soy sauce and a pronounced inc 
production capacity 

Sales soared despite the absence of any 


advertising, triggered purely by word of mouth 
experiences, This oral transfer of confidence in 
Marca Pita products has proceeded unabated for 
over 50 years. Consistent high quality proved 
then, as it continues to do so today that word-of 
mouth exposure is effortlessly one of the best 
forms of advertising 

In the mid 1970s the inevitable move to a 
larger factory, one in Quezon City, took place, 
Thereafter, the company changed its name 10 
Pitakamasarap Corporation, and new products of 
the same unmatched quality were introduced, 
First added was vinegar, and in recent years, an 
outstanding pais, or ish sauce, which is 
extremely popular among the masa (masses). 


THE PRODUCT 
Marca Pita Soy Sauce is a superlative quality 
sauce that evokes a unique sweetness derived 
{rom its nimitable fermentation process. ska 
lasting Navor stimulates taste buds and enhances 
virtually any dish Is golden-reddish brown color 
does not dominate food preparations, but rmher 
complements their original flavors, Marca Piha 
Soy Sauce differs fram most of its competitors 
hecause ofits traditional method of production, 
wih its Navor emanating from a natural 
fermentation process that takes cight to ten 
‘meticulous months longer than many alcoholic 


s are aged, 
Most other manufacturers employ the 
lghtning-quick method of using hydrochloric 
acid, a hydrolyzed method that takes only one or 
two days to supposedly “complete”. However, ts 

Navor is summarily inferior to what is 
od through Marca Pita's traditional 
mation methodology. The result is that 
‘Marca Pita Soy Sauce is of a supremely higher 


lor and aroma, but 
nd taste 


The soy sauce industry of the Philippines is 
replete with players, simply because there are not 
significant checks and balances preventing entry 
imo it, As a consequence quality is often 
compromised because of adulterated and even 
of willful disregard 
ta 
Marca 


responsible foe boosting the success 
Pia Soy Sa 


‘Other opportunities for continuous growth 
mential growth of the 
and, the 


What's more, in 


exist in both the ex 
Philippine populatio 
patronage for instant noodles 


Times of prosperity more Filipinos eat out, driving 


up the eatery and restaurant demand for 


condiments such as soy sauce. But even 


stretched; less pork, meat, fish 


t meals through more liberal 


RECENT DEVELOPMENTS 


in recent years, Marea Piña underwent 


restructuring and erected a new plant in Bulacan, 


a neighboring province of Metro Manila. The 


plant has the latest Koji pr quipment 
Which enables increased pro natural 
fermented soy sauce. The state-of-the-art 


‘equipment also achieves what nobody believed 


Marea Pia Soy Sauce 


The Koji system fosters controlled growth of 


which 


Fermented, produces the fine suce. The 


track record, one that has been cultivated f 


engage rota ob and 


personal items in sachet 


Inthe practice 
Marca Pina 


the tit a“sachet 


Soy sauce isa ms ofthe Philippines, 
offering overseas Filipinos alike a taste of home 
away from home. Most of them feel proud to see 


thelr product in supermarket shelves abroad. as 


Internationally Accepted! 


n, Malta, Saudi Arab 


mes and oversea 


Asian America 


rowing competition, a multitude of co 
ston Marca Pia products. It 1s in this precie 
that Marca Piha has earned its Su 


traveling to Asia, an THINGS YOU DIDN'T KNOW ABOUT 
mber of Asian restaurant MARCA PINA SOY SAUCE 


traditions) method of 
‘natural fermentation is a process that 
takes eight to ten months, Jonger than 
many alcoholic heverages are aged. 

O When it began modernizing its plant in 
‘the 1950, part of the purchasing contract 
vas for Japanese technicians to stay in the 
Philippines for one year 


THE MARKET 
Products made by Philip Morris International 
(PMI) have always been synonymous with 
excellence, No wonder, PMI produces the world's 
‘umber one cigarette brand, Marlhoro. On tp of 
that, a total of seven other PMI cigarette brands 
are alo among the top 20 international brands in 
2002, 

The global market consists of 1.1 bill 
smokers ~ or one-third of the world’s adu 
population - who consume 14.6 billion cigarettes 
per day or $.3 trillion cigarettes annually. And if 
current trends contin, the number of smokers 
worldwide will rine to 1.64 billion by 2025. 

With cigarette consumption at more than 80 
billion sticks a year, the Philippines is the 1th 
largest cigarette market in the world. It is not 
unusual that PMI, one of the largest tobacco 
companies in the world. has decided to invest 
ome $300 million in the country to put up 
most modern cigarette manufacturing facility 


Asia 
a» 


80 


Marlboro 


Today, the state-of the-art factory in Tanauan 
City, Batangas is PM's singe biggest investment 
in Asia 

PMI, a member of the Altria Group, Inc 
currently holds a 14 percent share of the 
imernanonal cigarette market. employs sor 
40,000 people worldwide and has an iat 


ore than $0 factories. Is 


‘operate, or own 
affiliates manufacture, market, sell 
distribute quality cigaretis in over 160 countries 
around the world 


andor 


Philip Morris Philipas Manufacturing 
Inc {PMPMI), PMI's affiliate Pepe Philippines, 
mms to become a leader in the dodegnic market 
With a market share at around 20 pèrgent, the 
company knows there is plenty of rda for 
Brow. 


ACHIEVEMENTS 
{In 1992, the Financial Wild ranked Maribo 
asthe word's number one most valuable cigarette 
brand. This isa fitting tribute to Aarihora, which | 
‘made a quantum leap since the famous Marlbo 

Man’s debut on American television in 1988. That 
year, Marlboro sales in the United States stood 
at a modest six billion dollars: however, within 


only one year, value nearly tripled. 


At that time, Marlboro had just boen 
introduced internationally in limited markets. 
Through the 19605, Marlboro sales pained even 
more momentum both in the US and around the 
world. In fact, total Maribor sales in the US more 
than doubled during this decade. As a result 
‘combined sales reached $105 billion in 1972, 
making Marlboro the best selling cigarette inthe 
world, a position it has held up to now 

Today, Marthor is marketed in more than 160 
nations and territories, making tone of the most 
widely distributed consumer packaged goods 
products in the world, 


msToRY 

ck in the 1920s, Marlboro was advertised 10 
female smokers with its white and feminine 
package. But in 1954, the Philip Morris Company 
Saw an opportunity io make major revisions in 
Marlboro and its image. Times were changing and 
filter cigareties were becoming popular. Marrs 
was reformulated to make it more flavorful and 


to male smokers, 


To launch the new Marlboro, a revolutionary 
package was adopted - the now famous Fip-Top 
box, The Flip-Top box was bold, eye-catching 
and masculine. It carried the distinctive design 
ed and white which has come wo be known as 
the Maribora red roof, Over the years, the red 
roof has proved to be an outstanding logo and it 
is now a famous symbol in the history of 
advertising 
The move 


n 1954 by Philip Morris to 
reposition Marlboru was bold and innovative. 
This decision, combined with many others along 
the way, has made Marlboro the greatest success 
in tobacco history. It was also at that time that 
Philip Morris chose a new advertising agency 
the Leo Burnett Company of Chicago which 
conceptualized the “Marlhoro Man 
The cowboy was an instanily-recognizable 
symbol of masculinity. And it was initially used 
in Marlboro ads along with other rugged men who 
were strong and masculine, wearing tattoos that 
hinted of romantic pasts 
Ina friendy, unpretentious and honest voice, 
the Marihoro men gained the inast of millions 
The “Tattooed Man” campaign was described in 
an Esquire article (June 1960) as “virility without 
vulgarity, quality without snobbery“ After their 
introduction in 1985, Marlboro became the top- 
ing filtered cigarette in New York. Eight 
months after the campaign opened, sales 
increased by 5,000 percent. But in 1962, the 
Marihoro man became strictly a cowboy 
Mariboro associated its brand with a hard 
hands-on type of man who deserved 
respect. In 1963, the 
Marlboro Country 
campaign was 
introduced, giving 
the cowboy a real 
and believable home 
From here, its 


international success 
started, resulting in 
tremendous volun 

increase, TV ads of 
cigarettes in the US 
ended in 1971 but 
Marlboro made a 


smooth transition to 
prim and outdoor advertising. 
successful transition was largely due to the 
depth of the Afariboro County idea. By 
1972, Marlboro had achieved is status as 
the worlds number one cigarette brand 
Inthe Philippines, Marlboro was introduced 
in 1955 when PMI enter 
agreemem ~ Philip Morris’ first such agreement 
outside the United States — with local 
manufacturer La Suerte Cigar and Cigs 
Factory, which produced Marlboro and Philip 
Morris 100s, another PMI brand, until 2002. 
PMPMI took over the sales, distribution, and 
manufacturing of Marlboro and Philip Morri 
100s when the licensing agreement expired i 
December 2002 


sd imo a licensing 


‘THE PropucT 
The Marlboro variants being manufactured and 
sold in the Philippines include the traditional 
Marlboro Red and its extension Marlboro Light 
fier cigarettes and Marlboro Light Menthol 


Marlboro 
assured that every cis 


smokers are 


stick is of superior taste, 
manufactured according 
sirit PMI standards. 


Quality for PMI is, 
first, ensuring that its 
adul 

‘he taste they want and 
enjoy. Second, 
ensuring that products 
possess the premium 
specifications they stand 
for, And finally, making sure 
that PMI factories produce 
consistently to these specifications 


PROMOTION 
In the Philippines, foremost in its 

Promotion progra Mariboro 
Adventure Team (MAT). A select group of 
individuals are chosen every year 10 farm the 
Philippine contingent of the Muriboro 
International Adventure Camp in Utah, USA, 
joining MAT winners from other countries in 
Europe, the Americas, and Asia. Another popular 
sub-component of the MAT promo is the “Win 
the Gear” sweepstakes where consumers are 
wiven a chance to win premium adventure nten 

together with sport outdooe vehicles as grand 
prizes. Through the years, the MAT has become 


is the 


an event widely anticipated by Mariboro patrons. 
Another exciting image promo platform of 
the brand is the Marha 


Red Racing School, 


leveraging the brand's 
premier position in 
‘motor sports. This was 
launched in October 


engaging numeros 


promo. five winners 


will be sent to a 
professional racing 

in tly to learn 
to drive from the 
expens. They will 
have the chance to get 
behind the wheel of 
some of the finest racing machines 
a Ferrari F360, Alta Romeo, and a 


ever built 
special two-seater Minardi F I car. On top ofthat, 
VIP tour of majestic Florence also awaits them 


ris has a proud tradition of providing 
consumers with products made only from the 
finest tobaceos manufactured to the highest 
standard. Therefore, aduh smokers are assured 
that they get only the best when they purchase a 
pack of Mariboro. This product promise 
specifically ties up with the myth of Marlboro 
Country's whenever men smoke for flavor 
Through the years, the Marlboro Country 
platform has consistently and authentically 
represented the myth of the American frontier 
As such. it taps into the enduring values that 
the underpinnings of the American West. The 


cowboy and his world have 


evoked genuine 
values which allude to masculinity, freedom, self: 
Timitless opportunity, adventur 
‘mastery of destiny, and harmony with nature: 
These core values, which the adult smokers 


fy with, continue 10 contribute 0 the 
enduring power and timelessness of the bean 
This is why, for 

$0 years, Philip 
‘Morris has been 
able to extend 
the invitation 


Come to where 
the favor is 


THINGS YOU DIDN'T KNOW ABOUT 
MARLBORO 


O The original name was Marthorough. 1 
‘rigid in London in 1885 after Philip 
Morris Company was created by the 
Widow of Mr. Philip Morris who opened. 
a tobacco store on Bond Stet in 1847. 
Moriborough was named after a London 
saret where the home company’s factory 
was located. 


O In the 1920s, Mariboro was originally 
made for women. It was advertised 10 
female smokers with its white-colored 
feminine package It was in 1954 that its 


the flip-top box and the launching of the 
“Mariboro Man” campaign, 

O Originally, Mariboro Men were not just 
cowboys, they were pilots, soldiers, and 
‘others all with tations. 

O The cowboys who appear in the Mariboro 
advertisements are not actors. They are 
real cowboys. 

O The Marlboro Man is acknowledged as 
the most successful and most recognized 
advertising con ofall time 


si 


THE MARKET 
People love to eat. As with other nationalities, 
Filipinos place significant importance on their 
culinary selections. Over the years, Filipinos have 
‘enjoyed the timeless experience of being with 
family and friends through gatherings and di 
‘opportunities In this regard, nothing caters more 
tothe Filipino appetite and strong family es than 
Max's Restaurant 

Max's Restaurant has been in a class of 


own since it began operating more than half a 
century ago. Unlike regular fast-food chains, 
Max's prides itself on what is called fast casual 
dining, where one can relax in a friendiy dining 
ambience and still enjoy great-tasting 
economically priced meals. Because of this 
distinct combination, Max's has evolved into an 
institution of classic Filipino cuisine 
Famous for the distinctive taste of its Filipino. 
native, mouth-watering 
delicacies, Max's adheres to a winning formula 
that Keeps its loyal consumers continuously 


satisfied: prent taste, pood food, superior quality 
and the promise of a unique experience. And with 
the market continuing to grow, Max's will no 
doubt sustain the heritage i has built over the 
years by viue of the passion for quality it 
‘consistently delivers in its offerings. 


ACHIEVEMENTS 
‘Max's started out small like many restaurants A 
member of the current hoard of directors hikes 10 


recount that with only five houses in the Scout 
Tuazon are back in 1945, one of them was “the 
First House That Fried Chicken Built, The rapid 


expansion that Max's has undergone over the 
years is a proof of its 
achievements, 


nany hard-earned 


86 


11998, Max’s opened its doors to franchising 
as a means to extend its reach and expand its 
restaurant network. The tremendous response 
from entrepreneurs sa concrete indication of just 
how good an investment they consider Max's to 
be. Barely six years into its existence, Man's 
Franchising. Inc has already received numerous 
prestigi awards. These clude the Franchising 
Excellence Award of the Year for Food Category 
2000 and Outstanding Filipino Franchise of the 
Year tor fod and restaurant category the recent 
Franchise Excellence Awards 2003. 

‘Max's has also been nicknamed the “Hig One 
for withstanding the test of time and 
‘excelling in the extremely competitive 
food market for six decades, Few 
companies survive to celebrate their 60h 
anniversary with a huge bang, but Max's 
will proudly be ending the year 2004 with 
100 branches nationwide and sis int 
USA. 


teacher named 
befriended the 


American occupation 
troops stationed in Quezon City at the 
time. As a result of their friendship, the 
soldiers regulary visited Maximo’s home 
on social drinking visits, The troops 
eventually nate on paying for their own 
drinks, which in tum ultimately. motivated 
Maximo to open a café where more people, aside 
from the troops, could enjoy drinks as well as 
food. 

When it began the cafè served chichen, steak 
and drinks Maximo's niece. Ruby, managed the 

Kiichen and created a special 
recipe for the chicken that 
became an instant hit and a 
favorite of the American 
troops. H wasn't Jong before 
the Filipino publie also 
hecame endeared with the 
delicous chicken tender, 
juicy, and crispy — and they 
stared locking to the caf in 
herds. This is how Max's 
Restaurant was bor. 

Over the years, the 
restaurant’ popularity grew 
tu it became known as the 
house that fied chicken 
built” Today, Max's 
restaurant has expanded 10 
Metro Manila, Southern and 


Northern Luzon, Mindanao, Hoilo, Cebu and 
California, USA. 


‘THE PRODUCT 
‘Max's is widely known for its fresh, tasty chicken 
prepared using an unmatched secret recipe. 
FRIED to a crisp golden brown, it is always 
served tender, juicy and crispy Its menu of other 
delectable dishes now also includes a variety of 

lipino home-cooked meals, made-to-order food, 
freshly baked breads, soups and desserts — ali 
completely fresh with absolutly no preservatives 
This is the true definition of Max's. 


Recipes such as the famous Lumpiang Ubod 
(fresh Filipino spring rolls), pancit (Filipino 
noodles), and Kare-Kare (Filipino STEW) are 
only some of is best sellers, all cooked the 
traditional way without shortcuts, Aside from 
these regular favorites, Max's continually 
‘neroduces new products created both by in-house 
and celebrity chefs. The most recent are the 
Sizzling Sweet and Spicy Chicken, Asparagus 
with Tofu (a healthy alternative), Fried Chicken 
Sandwich, Seafood Kare-Kare and Chicken Sisig. 
Max's is also planning the future launch of Pan- 
Grilled Barbecue Chicken, Bicol Express 
Special Oriental Lumpia, 

Max's stands out from the formidable 
competition because of a widely trusted name 
anchored on a hard-earned perfection in the 
delivery OF its craft. Service is an utmost 
commitment t0 its customers, evidenced for 
example by full table service with no service 
charge to customers, In short, Max's believes 
strongly in giving back tothe customers through 
the warmth and hospitality of great service, This 
in turn has resulted in Max's becoming a proud 
Filipino tradition, 


RECENT DEVELOPMENTS: 
In the last two years, Max's restaurant 
has expanded exponentially, spreading 
its wings all the way across the Pacific 
with the opening of franchise 
‘opportunities in West Covina, Vallejo, 
Sacramento, and Hawaii, USA. Recent 
negotiations may even see Max's 
Restaurant opening soon in other pars 
Kong 
To adjust to rapidly changing times, 
Max's has added to its already full line 


Of Avia such as 


of services (Dine-in, Take-out, One 
Number Delivery Service, Catering 
Functions). Max's has also 


\wwweatmans.com, a website based in 
the USA whose primary function îs t 


link Filipinos abroad to their loved ones 
in the Philippines through Max 

pino has a Max's 

İy owing 10 a 


Max's has also been studying and acting on “Anak ka ng Max” (1996), “Max Masarap” part of life. Almost every F 
evolving local tastes and trends in order to stay (2002), and now “Forever yours’ ory to teli... from a simple f 


tition, Through extensive Since World War Il, Maximo C 


ahead of the com te or baptismal, 
research on Filipino appetites and preferences, teen actively promoting his two branches in As the new millennium unfolds, Max's 


has added new flavors 1o an assortment of recipes Baclarar 
that include is recently introduced Sweet and depicting the Ro 


Spicy chicken. in a delightful, imeractive pose. These are tradition, It is a prestige earned through 
considered more than the usual postcard uncompromising standards of quality, pood taste. 
PROMOTION Countless bili dot the metropolis’ perfection and tradition. 


has recently undergone a change 
odern times, Stil it exudes the 
imelessness of the Max's 


promotes itself through unique and highways. Many 


out to everyone and touching 

ris within, Max's h 
all Filipinos can 
making Max's 


Through TV, Max's has reached a wide ting wol and an timeless b 


iencration, Recognizing the power 


ne Superbrand in the Philippine: 


pine. househol 


able BRAND VALUES 


THINGS YOU DIDN'T KNOW ABOUT 
MAX'S 


O Max's is a 100 percem Filipino 
corporation and uses 100 percent 
Philippine made and produced products, 
from food ingredients. kitchen 
‘equipment, small wares fixtures, all he 
‘ay to building materials used in the 
‘onstruction of ty outlets, 


O Max's is a staunch supporter of ovr 
‘environment and does not use Styrofoam 
in any ofits restaurants, 1 also recently 
‘partnered with Luntiang Pilipinas to plant 
‘recs along the North and South 
Expressways and also provided a water 
‘ck to nurture these trees 


THE MARKET 
The world’s leading fastfood company found 
niche when it came to the Philippines in 1981 
Staring off as a small restaurant in a university 
area in downtown Manila, MeDonald’s now 
‘operates 236 restaurants all over the Philippine 
archipelago where it caters to the ever growing 
young population. Is golden arches now shine 
‘even in the provincial cities, endearing the 
McDonald's brand 10 the Filipino people 
In the Philippines, McDonald's is known as 
MeDo. 


ACHIEVEMENTS 
Globally, McDonald's remains one of the top 10 
most valued brands, the only fastfood compan 
tw have done so, Recent surveys showed i 
strongly holding on to No.9, with indications of 
possibly going up with its "i'm lovin i” global 
‘campaign, In the Philippines, Me Donald's was 
chosen asthe Most Outstanding Fastfood Chain 
for 2001 and 2002 by the National Consumer 
Council, It was also honored by the Philippine 
government for promoting environmental 
awareness, particularly in waste recycling and 
‘management, Only recently, MeDonald’s was 
recognized as one of the best companies 1o work 
for by the Employers Confederation of the 
Philippines. 


88 


McDonald's snot only about food, however 
Mt is also about people. Its advertisement “Lolo 


(Grandpa) - whi 
relationship o 


ave a glimpse of the c 


ine 
woman with her 


trandlather won accolades from the Advertsing 
Board of the Philippines and the Catholic Mass 
Media Awands. The poster for its Iteracy program 
Bright Minds Read, won a medal in the 2003 
New York Advertising Festival and an Anvil 
award from the Public Relations Society of the 
Philippines, 


misToRY 
The first McDonald's restaurant in the world was 
put up in 1984 in San Bernardino, California, by 
brothers Dick and Mac McDonald. ls 
phenomenal growth, however, started the 
following year when Ray Kroc, a traveling 
salesman, acquired the right to franchise its name 
and put up a branch in Des Plaines, Chicago, From 
that first branch sprung hundreds then thousands 
‘of restaurants - all evoking the same culture that 
ensures the highest quality in the food and service 
they provide. 

The first McDonald's restaurant in the 
itippines was in the busy university aren of 
Morayta in Manila. t was McDonald's 6,7401h 
outlet in the world — put up by a Filipino 
businessman, George T. Yang, who had obtained 
a country franchise from MeDonald’s in the 
United States. Not long after, Mr. Yang opened a 
second branch in what was then a very 
trendy area in Cubao, beside the New Frontier 
Theater, in Quezon City. Since then, 238 
other restaurants have opened all over the 
Philippines 


THE PRODUCT 
MeDons 
ame quality of food in all markets all over the 


world. This means a Big Mac in the United States 


tastes exactly the sume as a Big Mac in the 


Philipines 
The Philippine market, ho 


many aspects. Though the Filipi 
burgers, they have this uncanny affinity for all 
things sweet. Hence, McDonald's devel 

Burger McDo, a 


has the Crispy Chicken MeDo 
MeDonald’s launched 
The cami 


McCafe 
McDonald's Philippines als 
hops called MeCafe, which is 


expanding the Me 


to the older segment of mothers 


blends and pas 


McDonald's outlet. 


THINGS YOU DIDN'T KNOW ABOUT 


MCDONALD'S 


O Somewhere around the globe, a 
‘McDonald's restaurant opens for business 
every four hours. 

O The Philippines is the onty market where 
McDonald's serves spaghetti and a 
‘sweettasting Burger McDo. 

O MeDonald’s operates a Hamburger 
University in the United States where 
managers and franchisees can acquire a 
‘degree in “Hamburgerology” which ìs 
‘equivalent to 40 hours of college credits 


MEGAWORLD CORPORATION 


THE MARKET 
One property developer that has placed 
its thumbprint on the Metro Manila 
skyline in a litle more than a decade 
Megaworld Corporation. While many of 
its competitors have moved along in fits 
and starts, Mes 


world has gone on a 
development binge that has catapulted it 
to the tp tier o the Philippine residential 


sector, Megaworld's projects, without 
exception, are established in the choicest 
locations in and around Metro Manil 


central business districts 


ACHIEVEMENTS 
In an industry susceptible 
political and economic ta 


company has focused 
satisfaction through innovative, quality 
products and services wo build up brand 
‘equity and bypass competition 

In the late "80s, Megaworld founder 
Andrew Tan saw that the time was ripe 
to bring 10 life a vision that he had 
nun Mis youth; to build 

les ihat change the 

Filipinos live. In quick succession, he 


launched one successful project after 
another in Metro Mani 


‘smost densely populated 
residential and commercial centers. thus igniting 
a property boom that lasted from 1994 
1997 

Starting out as a high-end property developer 
Megaworld set up Empire East Land Holdings in 
1994 and Empire East Properties in 1997 to cater 


1 families of moderate and low 


respectively. Thus, the Megaworld Group was 


formed as housing supermarket that sells 19 
homebuyers across all segments of the marhet 
in 1997 and 1998, while an unprecedented 
Financia crisis lef the Philippines and its Asian 
neighbors in desperate straits, Meyaworld seized 
he opportunity to strengthen market confidence 
in the Megaworld brand. pleting 12 


unmatched in the 
industry ~ and 
making itself debe 


0 


msToRY 
On Avg 

by selfmade industrialist Andrew L led 
Megaworld Properties & Holdings, Ine. (later 
renamed Megaworld Corporation) From the sian, 
Megaworld has made Metro Manila the hub of 


test projects targeted a mainly high: 
nd cliemele. ts first venture in 1990 was One 
Beverly Place, a 32-story residential 
mwer on Annapolis Street im the 
posh Greenhills area Other projects that followed 
son after include 

+ Sherwood Heights 


both townhouse 


nd Brentwood Heights, 


Multinational Village, Paranaque 

+ The World Cente office building 
in Makati 

+ One Lafayette Square and Two 
Lafayette Square, both residential 
condominium projects in the 
Makati central business district 

+ Richmond Plaza, an office and 
hotel project in Ortigas Cemer, 
and 

+ Wack Wack Heights, a muhi- 
luster residential enclave close 10 
the Ortigas CBD, 
Spearheading Megaworld's swift 


ise in the property sector is its founder 
and chair, Andrew Tan. Under Tan's 
brilliant stewardship, Megaworld has 
‘established itself as the developer ofall 
developers in the residential market. In 
the last 14 years, the Megaworld Group 


has built up a portfolio ~ unequaled in 
the industry — of more than 40 
residential, office and commercial 
projects that have redefined the 


metropolitan landscape 
By challenging 
conventions and introducing fresh new 
rkerplace, Megaworld has 
set itself apart as the country’s real estate 
brand of choice. Its Eastwood City 
CyberPark, for example, is the first and 
most successful IT park in the country 
and one that has placed the country on 
the IT map in Asia, 


ideas inthe n 


The company's 
efforts to improve the caliber of its 
products and services eared it the ISO 
9001:1904 certification in 1999 

(Other milestones: 


perty developer in the 


Megaworld was listed on the 
Philippine Stock Exchange 
Megaworld received the Developer of 
the Year award ftom the Chamber of 
Real Estate & Builders’ Assoc 

tne 


Megaworld listed its housing arm, 
Empire East Land Holdings 

Megaworld broke ground for Olympic 
Heights, IBM Plaza and Citibank 
Square. the first residential and office 
developments in the 
Eastwood City 
Megaworld became the country's first 
and only 180 9001-centified real estate 
developer 


2001: Megaworld was named one ofthe Best 
‘Companies in Asia in 2001 by the Hong 


Kong-based Finance Asta magazine 


2002: Megaworld upgraded its ISO 9001 
certification to the current 2000 series 

2003: Megaworld ranked No.1 in Euromoney > 
corporate governance survey for 
emerging markets in 2003; it was also 
recognized as one of the best-managed 
companies in Euromoney y eight Asin 
‘Company ranking 

THE PRODUCT 


Megaworld Corporation heads a 


property 
with affiliates Empire East Land and 
Empire East Properties as the other members 
that sells condominiums, houses, townhouses and 
one segment but 10 
arket 


subdivision lots not merely u 
All segments in the residential 

In recent years, Megaworld has entrenched 
itself asa developer of massive communities that 


components. One such development is Eastwood 
City, a "live, work and play” community with a 
pioneering IT park a 

Was the first to launch a development of this 


Ms centerpiece, Megaworld 
caliber and seale in the local market 

The Eastwood City CyberPark is home 
Citibank, IBM and more than 30 other IT 
ing around 8,000 educated, 


companies empl 

English-speaking ta 

‘Other big drawing cards for Eastwood City 
Walk 

‘completed expansion phase, Together, they offer 


ng options a 


to four digital cinemas, a video arcade and a 
bowling and billiard center, Eastwood City's other 
popular shopping destinations are the Home 


Center, Fashion Village and CyberMall 


At Eastwood City's residential section ar 
Olympie Heights and Eastwood Lafayette, both 
complete projects of three 
‘on the nse are Eastwood Excel 
Rond, The Grand Eastwood 
Eastwood Parkview 

The Eastwood City Estates Association, Ine. 
Megaworid Gr 


management am, Oceanic Realty and Prop 


Management Services, Inc., oversees the general 
maintenance ‘security and traffic 
management needs ofthe complex Oceanic also 
takes change of the upkeep and improvement ofa 
number of residential, office and ¢ 


developments of the Megawoeld Group, 


to undertake some of the biggest and 
most ambitious projects in M 
M: 


ila: 


Forbes Town Center, Bonifaci 
Giobal C 
This PIS-billion, five-hectare 
development borders the famed 
Manila Golf & Country Club. The 
initial project, Forbeswood 
Heights, is a gated 
residential enclave of st medium- 
ich have 
completely pre-sold. A 


second residential project called 
The Bellagio was launched in mid- 


+ McKinley Hill, Fort Bonifacio 
Megaworld has teamed up with 


Filipino conglomerate Alliance 
Global Group, Ine. u 
this 2S-hectare property 


a groundbreaking mixed-use 


comple 
+ Newport City, Villamor Air Base 


Pasay City 
This 2S-hectare mixed-use 
complex combines residential 
condominiums with a Business and 


Technology Park and a commercial and 


Trochures and Niers 40. intensive 
‘advertising and publicity campaigns, Megaworld 


year, it even increased us advertising spending 
to keep the brand indelibly etched in the minds 


rch 


The company runs an international marketing 
‘operation that taps into a muhibillion-peso 


market of overseas Filipino workers through an 
extensive network of marketing offices in OF W 
rich enclaves in Asia Pacific, Europe and the 
USA 

By offering a wide r 


and making affordable 
through market-riendly financing schemes, 
Megaworld has kept 


BRAND VALUES 
wa byword in the propery market, Mepaworld 
image as a developer with a strong. 


products hacked by an aggressive and extensive 
‘marketing and aer-sales network. The customer 


rand goodwill that the brand h 


h the years has served it in pood stead even 
during turbulent 
T 


ay, the Megaworld brand reflects the 


eny company whose 
various projects have enhanced the 
iding the living, work 


urban 
landscape pe and 
leisure environments that allow families 1o enjoy 


INGS YOU DIDN'T KNOW ABOUT 
MEGAWORLD 


The company's total assets have grown 
|" from P113.5 million in 1990 1o P28. 


billion in end-June 2003, I earned 
P350.7 milton from sales of 1.2 billion 
in the first half of 2008, 


2 In the early *70's, Megaworld chair 
Andrew Tan lived with his patents in a 
24-square-meter house in a modest 
building in Sta, Cruz, Manila, 


2 Tan is never too busy to involve himself 
even in the minutest details of a new 
project such as the choice of materials 
or Finishes for, say, the living area. 


D A fourth ofthe country's ell centers 
based in Megaworld’s Eastwood City 
CyberPark. 


O Megaworld has built more than two 
million square meters of residential 
properties ranging from hounes 10 
condominium sites 


mentos 


THE MARKET 
All over the world, the pulse of the confecti 
industry keeps beating robustly 


The fact is, 
people love candies! Their appeal to a hupe global 
market ~ kids and adults alike 

confectionery sections of both large supermarkets 


and smaller convenience stores have shelves upon 
iforent brands, Mavors, 

and forms, Very few mher consumer businesses 
can maich the industry's 


shelve sizes, shapes 


sd diversity 


‘overwhelming product presence 
hind the scenes, 


complex one. I the Philippines for example, in 
the last 
avon 


ree years there emerged a variety of 


mfectionety types fram both 


local and intemational sources, On the su 
{his should have signaled growth 


However, AC Nielsen figures for the same 
period indicated otherwise... market either 


Candy products struggled within this co 
ket. Competition tightened, and indu 


respective market shares. Cheaply manufac 
candies flooded the market. with higher priced 
ols, sticks, und other pocket confes 


joining the fray 
The growing base of competitors amid a 


patterns of consumer acceptance are all reality 
check 


‘oniracting market, price wars, 


the candy business should never be 
underestimated. For any candy brand to be truly 


a 
brands make it under such 


ferent market factors Only a handful of super 


And Mentos is a Superbras 


asstently making 


fy Hrand of the Philippines, with 


sevenfold in a span of just 15 years. Also in 
consumer research studies in the Philippines, 


Mentos somes out as one of the three bands that 
ave 100 percent consumer awareness, and aso 


Men 


product assortment is focused, and 


share of the pocket 


famous rolls, Mentos has al 


confectionery “per piece” busine 


packs. Launched in the "8 


ach piece. Before this revolutionary 


tighily twisted at 


simply wrapped in plastic f 


both ends. Now the majority are amper-resistant 


hanks to Mentos” pioneering efforts. 


Because of its success and 


proliferate especially in recent 


years. They imitate Memos 
and flavor, even claiming to match 
or surpass the unique mint 
Aeshness Mento offers. Others are 
ched similarly as Mentos, 


‘eth designs apps ing Men 


schemes as guised deceptions 10 
ture consumers Yet all thei efforts 


chewy mint candy, only one name 
emerges Mentos The Freshmake 


wistorY 
On October 9, 1900, Izaak 


van Melle founded a sweets 


and biscuits company named 
ater himself in a tite town 
Hand 


existence, the new company ei 
had expanded to the poin tha 


it began exp 


African 


wees ul products 
European and 
‘counties, thon to the US, and later to Asia in the 
in 1932, Izaak's two brothers, Pierre and 
Machiel, 


promising sof fruit Navored caramel. Shorty 


afier. Van Melle would manufacture the product 
for the Dueth and Indonesian markets, This 


name Fruinella. 


oduct soon became famous under the brand 


2 


sya mD 


Following Fruinella's launching. Pierre van 
Melle conceptualized and developed a three pram, 
tint: flavored caramel candy with drapee coating 
For decades it roamed the market mainly as 


‘ragees and tals in 


bonx, and it wasn’t until 1960 
Mentos, That 
as first packaged in rolls 


‘tha st was given ie famous name 
same year, Memos 
(selling at 25 Dutch uilder cents each), 
jumpstarting a period af steady growth. 

The year 1974 saw Van Melle strengthen is 
hold on Asia when 


first penetrated the 


Philippine market through a local e 


icensed to manufacture Van Melle products. prefer strong 


Philippines, Mentos has experienced acontinuous This new micro g 


and healthy growth rate in the country p ch o 
In other Asian markets, Indonesia stared = th ARFREE 
producing Mentos in the 70's when its import ne 
border closed while Japan imported Mentos for for be 
the first time in 1974, distributed by a local sugar a 
confectionery company. During the same period. e 
Hup Seng (5) Pie Lid also began importing into imaginative, p 


Mentos’ Far East market reach expanded to = candy, it isa 
include, among others, Malaysia through these qualities n 
distribulor SOCMA Trading, South Korea The Freshmak 
through United Foods Com. Lid where M 

and New Zealand through Stuart Alexander Pts 


Kong th 
through Sino-Pacific Trading Thail 
The early 19% 


jh JDH Hong Kong and Thailand 


now universally known as Men 


Freshmaker, By the tum of the 21st ce 
‘Mentos had become a stalwart international sugar 


when Van Melle merged with 


feni an Malian confectionery gant - to create 
a much stronger, world-class confectionery group. marketing tends and a; 

Ment Me 

bec mart ideas. The most recent TV 


THE PRODUCT 
From unique candy with exceptional combination 


confidence, and relaxation. Its the same Ment 
The Freshmaker positioning that is consiste, 
among its variants: from the classic mint rolis up 


THINGS YOU DIDN'T KNOW 
MENTOS 


3 The Foo Fighters’ musie video 
Big Me” was inspired by, in fa 


parody of, five Menton commercials. It 
won the Best Video Of The Year award 


3 I takes three whole days to make a 


> If the number of Mentos dragees sold 


worldwide 1 date were to be placed side 


by side, they would circle planet earth 
(oth a citcumference atthe equator at 


1973, none other than His 
Majesty The King of Nepal sen o letter 
to Van Melle specially ordering 6 
thowboxes of Menton Mint 


O Since Menton 
her 
have more than doubled its pre 


al positioning an "The 
the early 90's, is 


Frexhmaker” levels 


O Vit, the aister musical cable network of 
MTV; compiles lists of "Bests". Mentos 
rae he Iot of “Best Jingles" ine | 


> A Mentos commercial was named one of | 
the “Top 50 Commercials of the Last $0. | 
Years” by Entertainment Weekly ~ an | 


tremely popular and well-known US 


a 


THE MARKET 
Education is highly valued by Filipinos from all 
walks of lif, I is this regard for education why 


MSA 


ACADEMIC 
INSTITUTE (MSA) is known fi 


ADVANCEMENT 


providing 
sents from preparatory 
With the necessary tools to attain the 


goals, be it passing examinan 
professional licenses or acquiring accreditations 
in the Philippines and abroad. 

The Philippines, with an annual population 
growth rate of 1,92 percent and presently with 
more than 82 million inhabitants, has its youth as 
the most sizable sector of the population More 
than 1,500 students alone enrolled in the MSA 

2003. These 
impressive numbers illustrate just how vast u 
market is a market expected to keep growing in 
line with the country’s robust population growth 
Figures and high value for education 

MSA is a pioneer in conducting review and 
tutorial classes and publishing review materials 


‘review programs in the summer of 


inthe country. The emergence of numerous other 
review and tutorial center indicates the growing 
industry and the increas 

market. What places MSA at the top is its value 
in seting an unparalled standard in the quality 
and excellence of ts educational services. 


ACHIEVEMENTS 
MSA institutionalize tutorial centers, With over 
1S ye 


of experience in providing quality and 


o4 


excellent services, MSA has to date already 
published more than $0 best-selling books inthe 
country. These include a full range of state-of 
the-art, high quality review materials, 
texthooks and v 
publication for pre-schoolers 
MSA is also the first and 
only ISO-certified tutorial and 


review center im the country at 
prose 
Recently, it was awarded 


the National Consumer 


Excellence as the Most 
Outstanding Review and 
Tutorial Cemer, and the 


Parangal ng Bayan Award 
Best Academic Review and 
Tutorial Center. 

MSA has also been a 
consistent winner of the Asia 
Pacific Excellence Award, the 
Who's Who in the Philippines Award as well as 
the Yearender Excellence Award for Most 
Outstanding Tutorial and Review Center 

MSA is alo proud of consistently producing 
topnotch examinees and of maintaining a 100 
percent passing rate among e meet 
MSA's College and High School Entrance Test 
Review standard. These students were qualified 


RES 
N) 
S 


to enter the prestigious Philippine institution 
University of the Philippines (UP), Ateneo de 
Manila (ADMU), De La Salle University 
(DLSU), University Sto, Tomas (UST), among 


rllees wh 


others. 
In the Philippine Science High Schoo! 
Entrance Test, MSA reviewees are consistent 


opmorchers among ewar 


wisToRY 
A teacher with great passion for Math founded 
MSA ACADEMIC ADVANCEMENT 


MSA 
| URCAT 
= 


INSTITUTE, After ending a successful, long- 
standing teaching carcer in exclusive schools 1o 
focus on her family, she pursued her love for 
teaching Math by giving one-on-one tutorials in 
her very own home. Her name 

is Merle S. Alferez, and her 
quiet but persistent dedication 
for her vocation led to the 
establishment of structured 
and thorough tutorial sessions 
Merle S. Alferez has been 
ving tutorials for the past 16 
years and the several MSA 
branches she established are a 
testimony of her success, In 
1988, she opened the first 
MSA branch, which was the 
Alferez family's rented house, 
at 139 Chico $t. P 
Quezon City. Av the 


grew, she had to hire 
sr to a bigger location =the 
Golden Crescent Mansion (GCM) branch on 
‘Katipunan Avenue, Quezon Chy. She then set- 
up the third MSA branch at the Prince David 
Condominium (PDC) on the same avenue and a 
few years later, a fourth one opened in Alabang: 
More MSA branches, those in Cainta and 
Antipolo City. soon followed. In 2001, the main 
branch was established at 31$ 
Katipunan Avenue. A Makati 
branch opened in tale 2002 
and a Cebu City branch was 
set-up in mid-2008, 


teachers and ta 


E To keep its educational 
with 

levels, MSA 
sends its staff to different 
coumries such as China 
Taiwan, the United 
Kingdom and the U 

© Simes Seminars 


standards abreast 


Korea, 
ite! 
and 
conferences in Harvard 


University 


have been 

attended by some of the staff 
an par of ts professional development, Teach 
travel by pairs n 


oduc 


THE PRoDuCT 
MSA extensive range of services and prog 
continues to prow and develop each year 


The Twnorial P 


opram 
MSA boasts of superior group and one-on-one 
jal programs 


nd sessions designed 10 


address each student's specific concems, These 
help students overcome their weaknesses and 
prepare them for advanced studies 

“Tutorial courses are offered for all levels from 
kinder to college, covering such subjects as Math, 
Writing, Reading, English, Science, Social 
Studies, Geometry, Chemistry, Alpers 
Trigonometry, Biology, Advanced Algebra, 
General Science and Physics. For college: there 
are courses offered in College Algebra, 
Differential Calculus, Trigonometry. Integral 
Calculus, Analytical Geometry, Chemistry, and 
other higher Math classes. 

In its services, MSA also emphasizes the 
importance of enhanced personal discipline and 
study habits, 


The Review Progeams 
MSA is recognized for its comprehensive review 
lasses that address the admission requirements 
of all leading colleges and universities both in 
the Philippines and abroad. 

MSA offers a comprehensive college test 
review program specifically designed to make 
enrollees pass the entrance tests given by 
academic institutions, The MSA's College 
Entrance Test Review (CETR) program covers a 
complete review in Mathematics, Science and 

de rom lectures, test taking strategies 
ework, enrollees also receive a set of 
reviewer books. The culminating activity ofthe 
program is a dry-run test closely patterned after 
the actual entrance exams of top universities and 
colleges, giving students the confidence 10 pass 
these tet, 


offers review programs for 

le Schoo! Entrance Tests 
{All levels), and High School Enteance Test 
Other review programs ate for the Philippine 
Educational Pi ional 
Medical Admission Test (NMAT), Graduate 
Record Exam (GRE), General Educ 
Development Test (GED). Graduate Management 
‘Admission Test (GMAT), Scholastie Aptitude 
Test (SAT), Civil Service Exam, Test of English 
as a Foreign Language (TOEFL), Test of Spoken 
English (TSE), International English Language 
Testing System (IELTS), and the Law Aptitude 
Exam (LAE) 


Mental Math Program 
MSA offers a program on Mental Math with 
Problem Solving Techniques which aims to 
develop speed and accuracy in solving math 
problems. The program also helps students 
‘overcome their fear of math and view it as Fan, 
and exciting. Mental abilities are nurtured, 
visualization skills ate developed, and 
creative thinking abilities are enhanced through 


ingenious mathematical 
problems. The program has three 
levels: grade school, high school, 
and adults 


Academic Advancement Program 
To prepare students for the 
coming school year, MSA offers 
an Academie Advancement 
Program (AAP) every summer. 
Enrollees in the AAP tke 
advanced lessons in various 
subjects in the Kinder, 
Preparatory, Grade School, High School, and 
College levels By participating in the program, 
Students are made more equipped 10 face 
challenges and pressures brought about by the 
‘often demanding academic and non-academic 
activities in school 


Enghsh Proficiency Programs 
MSA offers advanced English training programs 
for individuals who are determined 10 develop 
their oral and written communication skills. 
MSA's English teachers have attended workshops 
that qualify them to fully handle TOEFL, TSE 
and IELTS Preparation Courses. Programs such 
as English for Beginners, English Enhancement, 
and Speech Enhancement have also been 
developed for Filipinos and foreigners alike: 


Educational Tours and Travel 
MSA recognizes that learning cannot and should 
not be confined to the classroom alone. MSA thus 
conducts organized toury w diferent historical 
places in the Philippines, 1o other countries in 
Southeast Asia and to other pars of the world. 
Traveling enables students to never foresight of 
their heritage, history, and culture, and 
ccourages them to adopt a global attitude to see 
the world through different eyes and to attain 
brader horizons 


Publications 
MSA has published over $0 books, al 
are a class of their own, They encompas 

ds such as review 


complete range of ma 


Several schools in the country use MSA's high 
school books in Algebra, Geometry and 
Trigonometry. MSA's publications are consistent 
bestsellers in the country, making the company 
the leading provider of review materials in the 
Philippines. At present, MSA is developing a 
series of My Math Tutor’ books, an innovative 
material for understanding and appreciating 
Mathematics. 


RECENT DEVELOPMENTS. 
MSA continuously renders is uncompromising. 
high-quality service while constantly reinventing 
itself, creating state-of-the-art services to address 
the rapidly changing educational needs of 2 
century living 

The MSA Whiz Kids Academy 
preschool that uses a holistic approach to develop 
rival thinking and creativity, started conducting 
classes in schoo! year 2003 The preschool offers 
pre-nursery, nursery, and kinder curricula for kids 
apes 2 t0 $ The child-cemered approach follows 
a progressive method of teaching tha allows 


children to build on their creativity 
and individuality and develop thei 
social, emotional, physical, and 
cognitive skills. 

MSA plans 1 expand its 
services by putting up bookstores in 
SM Super Malls. The store would 
Showcase not only MSA books but 

‘also international publications. 
{In addition, preschools, and 
tutorial centers would be 
setup in these malls as 
pan of MSA's continuing 
commitment 10 improve the 
quality of education of 
Filipinos. 


PROMOTION 

The front-line promoters of MSA are the students 

and thei parents who spread the word about the 

highly beneficial results they reaped from the 

individualized approach in their tutorials, 

MSA also focuses on the leaming public 
‘rough various 


MSA uses both traditional and non-traditional 
advertising. li promotes itself mostly through 
troadsheets and through banners und streamers 
‘which have been placed in various key loc 
event, radio adventisemer 

Aside from regular advertising, MSA employs ns 
‘own umque promotional spark by conducting 
Mental Math seminars at different schools and, 
recently, at a prominent shopping mall in Metro 
Manila. 


BRAND VALUES 
MSA in synonymous with the uncompromising 
quality and excellent services it has provided 
iroughout its history as the most organized 
review center in the country The publi is satisfied 
with MSA and associates i with high-class, state 
‘of-the-art educational services, MSA is widely 
recognized for 
excellence 
MSA has stood the test of time, improving 
and expanding its already wide scope of services 
This is the trme meaning of what it takes 10 be a 
Superbrand. 


tent tune ove wer apd 
‘by mother than ber husband, Cenar. 


THE MARKET 
To say that mobile phones are indispensable in 
today's modern world is an understatemen 
Practically every person has made the mobile 
phone his or her 

communication, wh 


primary means of 
er for business or social 
reasons. This proliferation of mobile phones has 
led to the "Nokia phenomenon” - with Nokia 
beeing the dominant choice among the count 
millions of mobile phone users 


Presently, a total of 475 million mobile phones 

ave been sold globally Ths year, with the further 
development of key enabling technologies for 
mobile phones such as WCDMA, 3G, color 
displays, packet data, WAP, Java TM and MMS, 
M is estimated that ove 


IV market volume will 
post even more dramatic prow 

The Philippine market s experiencing parallel 
rapid acceleration. In 2002, mobile phone users 
Inthe country totaled 15.199 m 
astonishing 25 pre 
yea By the end 


lion, posting 
y inereme fom the previos 
2002, the mobile penetration 
tate in the country had reached 18.8 percen 
Indicating that there are stili millions more of 
potential users to be reached 
Nokia has always been at u 
there changes and developments, consistently 
unveiling and technological 
breakthroughs to cater 1o the ever-changing needs 
of consumers. From voice to text, SMS to MMS, 
ray to ful colored, Nokia plays an active role in 
‘shaping the future of mobile telecommumcations 
Driven by the conviction that communication 
empower people, Nokia is committed 
delivering the best products, services and 
technologies to consumers and to keeping them 
connected and informed in every way possible 
This means the company’s business ts expanding 
from mobile voice mo areas such as messaging. 
raming. imaging and enterprise applications 


e forefront of ali 


% 


ACHIEVEMENTS 
Since establishing itself as the market leader in 
1998, Nokia is uncompromisingly 
‘maintaining its leadership position w 
consistent delivery of groundbreaking products 
M has become indelibly known for 

‘Nokia continues to usher in innovative 
products and technologies that stir the mobile 
world from the time Global Service for Mobile 
Communication (GSM), the leading and most 


widely used mobile technology, was 
introduced i 1901 

Tn 1996, the world’ first ever all in 
‘one, easy-to-use mobile communications 
too) the Nokia 9000 Communicator, was 
introduced by Nokia. The mobile phone 
panı also pioneered the first five Hig 
Speed Circuit Switched Data (HSCSD) 
network, the first Wireless Application 

lso (WAP) in mobile media the first 
hand-held mobile device supporting 
wireless imaging, the first Wideband 
Code Division Multiple Access 
(WCDMA) phone call and the world’s 


In the past two years, Nokia has 

launched a number of phones with fu 
«color displays polyphonic tone support, and but 
in cameras, the most significant of which is the 
Nokia 7680 ~ heralding a new age in mobile 
‘communications with Multimedia Messaging 
Service (MMS) 


wisroRY 
Nokia, as i is globally known today, evolved out 
of the company's formation in 1967 with the 


merging of tice Finnish companies 
În the late 1980s, Nokia became the largest 
Scandinasian information technology company 
by virtue of its acquisition of Ericsson's data 
division. By the end of the decade, in 

9, Nokia accomplished significant expansion 


ofits cable industry imo Continental Europe by 
he Dutch cable company, NKF 


19905, Nokia has 


acquit 


Since the start of the 


concentrated on its core business 
telecommunications — by divesting of its 
information technology and basic industry 
operations. Presently, Nokia's mission of 


‘Connecting People” (a slogan that is slowly 
evolving to be a household term) is manifest in 
the company’s position as the world leader in 
‘mobile communications 


THE PRODUCT 
"Nokia products have always heen known Fr their 
user-friendliness, advanced technology and 


innovative designa, all of which are aimed at 
effortlessly adapting to the needs of end uers 

Always highly sought afier, Nokia phones 

os because of the impact they 

have made on their users. From the Nokia 2110 

widely popular Nokia $110, the 


have become ic 


acting Nokia 
power-packed Nokia 9210, Nokia has 
highlighted each period of mobile 


unications with memorable phones 1 
et significantly. Now at th 
abile phone Industry is Nokia's 
latest range of phones, the Nokia 3100 with plow 
rk cover, the Nokia 6600 packed with 
imaging capabilities, and the Nokia 6220 with 
{aster net-browaing technology 
With the advent of 4G, Nokia continues to be 
‘one step ahead of technology, bringing in newer 
and more exciting products Amor 


the mod 
set to make a splash in the mobile world is the 
lish Nokia 7200, the frst GSM fold phone with 
an exclusively designed textile cover The Nokia 
200 also has an FM radio and a built-in video 
recorder and digital camera. Another Nokia phone 
blaze the mobile phone industry isthe 

Nokia 6230, which allows the user to enjoy video 
streaming. The Nokia 6230, additionally, has an 


tegrated Music Player that plays MP3 Audio PROMOTION 


files, camera with video recorder and player, Nokia is uncompromising intent on 


expandable memory in MMC card and Bluetooth eliciting promotional materials and 
connectivity. activities that cater to its diverse 
And to complement these new phones, Nokia range of consumers, but always with 


has also introduced a savvy and smart set of the objective of connecting people 

obile enhancements which include the From advertisements to product 
Bluetooth Wireless Headset, the Nokia Camera launches, mall exhibits provincial 
Headset, the Nokia Music Stand, the Nokia Fun festivities, N ative and 
Camera, the Nokia Digital Pen and the Nokia creative promotional efforts are 
Observation Camera ~ all astutely designed to geared towards developing and 
allow users 1o enhance and optimize user maintaining its relationship with 
experience. mobile phone users on a nationwide 

thas 

RECENT DEVELOPMENTS: Among these thrusts are 


okia's inn 


Nokia Mobile Phones have continued to renew “Experience Nokia”. a year-round 
their industry-leading product portfolio by nationwide, imeractive showcase that 
introducing several new products incorporating facilitates consumers being able 10 
color, multimedia, e-mail, calendar and see, touch, feel and experience 


polyphonie ring tones Nokia's newest phones, mobile 
The company also launched nine new GSM enhancements and services, Twice 
products including phones with high-quality color in 2003, Nokia hit the Philippines 
displays, Java™ technology and MMS support with the Nokia Speed Test Challenge 
in the active, classic, fashion and premium which tested the texting speed of local Nokia slogan, it is i fact a reality for Nokia users so 
categories, as well asa mobile entry phone, anew fans. And in late November, Nokia made much so that Nokia remains at the forefront in 


messaging device, and three new mobile Christmas merrier with "Nokia Wonderland”, mobile technology. 
enhancements, The Nokia 6X00, with its full where consumers availed of the opportunity 9 Inspired by people's current and evolving 
keyboard for managing personal information, text have their pictures taken with Santa and win lots needs, Nokia products are designed with end 
input and messaging has been a highlight. of prizes. Sull another activity allowing Nokia users” convenience, user-fHendliness 
Moreover, Nokia has launched the worl fst connect people in a more fun and consumer understanding in mind, Just as imp 


GSM/EDGE mobile phone in November of2003, friendly way are consistently of the highest quality, allowing 


the Nokia 6220. Nokia is never remiss in its social users to continually depend on their Nokia mobile 
Nokia has also entered the games industry responsibility 10 its community; and this is with the utmost of confidence, Finally, 
with Nokia N-Gage, bringing mobility to the — manifest in ts continuous commitment 1o var ‘technology gives user the freedom 10 
games industry by offering console quality games projects for the youth, the envio choose what they want and ultimately, what they 
far its new mobile game deck device category society, With Nokia Pho need in a phone 
Under a collaborative agreement with the world’s educated on mobile phone courtesy and manners Through connected mobility and inspired 
leading pames publisher, Sepa, the two companies The multi year Nurturing Future Leaders, under human technology, Nokia pushes on to enrich and 
are set to develop ames for the new Nokia N- ihe global “Make a Co connect people's Hives. With its span, depth, 
Gaye mobile pame deck. quality and innovative leadership, Nokia is 
tiving them life and leadership indubitably the Superbrand in its industry 
killa. Nokia alo has several 
environmental programs up and 
running under its Nurture Nature 
Program that includes a three-year 
DA grant to the Clean & Green 
a) Foundation Ine. to be used for ~ 
enhancement and deve 
Pavilion 
The Nokia “take-back” scheme 


o drop 


their used and old mobile phones, 
accenones and charger on | AMER EI CTT 
recycling bins for proper disposal NOKIA 

‘recycling. Internally, Nokia 


Helping Hands (NHH). a program | © Ta 2002, mobile phone users in the 
| country totaled 15.199 million, posting an 


Soryteling sessions m orphanages | Astonishing 25 percent increase fom the 
mch needed bloadeting services, | Previous year, with Nokia being the 
td family day outings as v | dominant choice among the country's 
ways 10 conribue to me |  Millionsorusen 

anniy. O Within the past two years, Nokia 

| ~ launched a number of phones with full- 

nao uue color displays, polyphonic support, and 

‘Over the year, Nobia has become | bliin cameras, the mast sg est of 
wee ofthe most respected. popular | which the Nokia 7680 — herding a, 

And valued tears worldwide The | pew age ln anitiha sommanicetlons wi 

companys Comes | Multimedia Messaging Service (MMS). 


THE MARKET 
With demand for petroleum products pe 


next ten years, the o 
will continue to thrive 


to pump inP13-bilion worth of investments since 


the full deregulation of the industry in 19 


market, capturing 14 percent of a market that was 


throe oi) companies 
Despite stiffer competition and the evolving 
needs of consumers, Petron remains the largest 
oil refining and market 
than a third of the co 
with 
dynamic partnerships an 
Petron will yor player in the 


I industry and a steadfast ally in nai 


requirements, With more than 70 years 


-building 


ensuring continuous and reliable supply of 


petroleum produces. 


d market leadership in the last 


4 percent in 200 


leadership with a share 
1 has the largest oil refinery in the co 


with a capacity of 180,000 barrels a day. The 
10 Oil Depo 


Hatan Refinery and the network 
nationwide were 150-centified in 1998. 


Petron received the Asian 
‘Management Award for Information Technology 
in recognition of a project that led to the 


ophisticated IT structure ns refinery has today 


Considered the most prestigious accolade for 


excellent business performance among 
corporations in the Asian region, the award 
ommends the creative use of information 
technology to enhance the competitive position 


Vacuum Oil Company of 
New Vork and the 
Standard Oil Company of 


Standard Vacuum Oi 


access to state-of-the -ar refi 


‘On February 3, 1994, PNOC 
and Saudi Aramco signed a 


id in 


dubbed as the “n 
all IPOs 


$00,000 individu 


hares. Ie o power tp 
THE PRopucT 


of petroleum product 


p extensive network of depots and sale 


offices and over 1,000 service sations 
Aligned with its promise 1o place customer 
interesis ot the core of product development, 


Petron continuously improves its product lines 


and gives the public the benefits of superior 
petroleum products best fit for their needs, 

XCS Plus Valvemaster was the first unleaded 
Perm 


dine wiih lend replacement addhive 
DieseIMan significantly reduce 


advanced clean diesel 


provides corrosion prot 


Blaze, the highest octane gasoline in the market 
today was introduced to sustain engine power of 
high performance vehicles. These fuels have been 


iringemt specifications of the Clean Air Act 


e pioneer of'bonied liquefied 
petroleum pas and the preferred brand of millions 
of Filipino households. Recognition is xach that 
penerically 1o all LPG 


ahe-line lubricants Ultron for 
d Rev-X for diesel 


Top- 


engines were recently il re 
launched 10 meet the different requirements of 
osoli 


Petron-branded car care pradu 


With hs vast choices of 
food, beverages and 


Treats” offers the harried 


through the expertise 


specially engineers and 
provide quality 
and taboratory training W 


cheminis. Laboratory facilities 


lubes re-branding, tol blending. filing packaging 


od exp 


RECENT DEVELOPMENTS 


tn 2002, Petron successfully developed a niche 


in the international market with the export of 
straight run fuel oil. Today, revenues from the 
company’s exports business constitute 12 percent 
of the total. 

Petron’s nationwide service station network 
boasts of Petron Express Centers (PECs) 
motorist havens set up along the North and South 
Luzon Tollways. These PECs are the marks of 
innovation in a very competitive oil industry. Its 


full-service concept has convenience shopping. 
fast food restaurants, ATM stations, and more 
“offerings for the traveler, These features are part 
‘of Petron’s non-fuel businesses (NFBs), which 
have enhanced the core business of fuel retailing 
Petron Cards complement the company's 
customer loyalty program. The Petron Fleet Card 
is a cred card that enables customers, primarily 
corporate accounts, to enjoy fuel and product 
rebates and interest Tre credit. This matches the 
es of the Petron-BPI Mastercard ~ the 
motorist lifestyle credit card. 
Petron’s lubricant business has il 
embarked on several brand-enhancing activities, 
Apart from the re-launch of Ultron and Rev-X, 
Pewon Sales Centers 
(PSC) were also set up to 
reach the non-traditional 
lubricants market. 
these initiatives are 
backed by state-of-the-art 


Data Processing (SAP), an 
enterprise-wide IT solution 
that provides real-time ar 
precise information for 
decision-makir 
recemly upar 
higher version 
oiher WT initiatives in 
supply chain management, 
customer relationship 
anagement and e 
Today, Petron is paving the way for the 
country ts become a first-rate producer of clean 
air fuels. The construction of the country's first 
verization Unit (som) and the new 
rester (GOHT) are in progress. The 
Isom Unit brings down the aromatics and benzene 
content in gasoline, while the GOHT addresses 
the required diesel sulfur levels 


PROMOTION 
Petron’s promotions is two-pronged i 
has maintained traditional marketing methods 
ultaneously performing out-of-the-box. 
efforts to meet the challenges of 
competition and of more 
demanding and selective 
A good example of this 
strategy is the corporate 
calendar, distributed among 
the company's various 
stakeholders through its 
service stations. For over 30 
years, the Petron wall 
calendar had been known to 
Feature photographic tableaus 


of milestones in Philippine 
history and culture. Three 
years ago, an alternative 
Production approach was 
tested, ArtPetron, the first 
themed national art 
competition was launched 
Winning paintings were 
used in the corporate 
calendars. AnPetron 
notched several awards, 
‘most notable of which are 
the first ever Bronze Anv 
given by the Public 
Relations Society of 
America to a Fil 
‘company and the first ever Bronze Anvil given 
by the Public Relations Society of the 
Philippines. Today, the calendar perpetuates 
Petron's intimacy with young stakcholders and 
sustains high regard for Filipino culture through 
Aneto 
‘New directions in marketing communications 
have resulted in memorable creative output and 
‘activities that connect with 
the brands” target market 
because they are fun 
contemporary and 
Petron was the 
company 10 
extensively use below 
he-lne activities through 
» full-season exposure in 
the country’s highest 
ating sit-com featured by 
the most popular 
television network. The 
Petron service station was 
an integral part of the 


relevant 
fi oil 


sening for the story nes i 
ABS-CBN's “Ok, Fine, 
Whatever". Petron’s 


presence is also seen in 
local cinema features and special events that 
omplement is brands, such as world-class and 
hugh performance acts of foreign and local artists 
Another first-of-a-kind customer relations 
tool, Petron Rover is a custom- published lifestyle 
ugazine that makes road travel easy Petron and 
its offers are woven into atypical motorists day 
effectively making the company and ats brands 
part of his daily life. The writing style and the 
language used make for even easier reading. 
Petron Tank-up-and-Text is the first oi 
industry promo to make use of SMS. It was 
successful not only in driving sales for the retai 
side of the business, but also in delivering 
‘consumer data notan 
Promotions 


an honor accorded to brand leaders with which 
the AIMAA has affinity 

Working on deep consumer insights, these 
‘communication materials have greatly impacted 
‘onthe public's perception of Petron from boring 
‘whip, from remote to relevant, from predictable 
to cutting edge. Petron is not afraid t0 ditch 
tnied-and-tested formulae to explore uncharted 


BRAND VALUES 
Petron is recognized for its commitment 1o the 
care of the community and the environment 
Through the Petron Foundation, Petron delivers 
arange of effective programs on education, safety 
environment, health and human services, as well 
as cukure and ats. Prime examples are the Bataan 
Integrated Coastal Management Program, Tuklas 
program, Tulong Aral and Sa Aklat, Sisikat 
programs 

Petron's brand values are manifested in its 
seven competencies, namely, customer inna, 
ntreprencurial spirit, adaptability, critical 

king, empowerment, eam orientation and 
commitment to excellence 

Petron is indeed a SuperBrand since it has 
become an integral part of the Filipino way of 
life powering industries that light up households, 
igniting the flame that cooks food, and fueling 
daily trips to differen destinations. 


THINGS YOU DIDN'T KNOW ABOUT 
PETRON 


O Dubbed “Gasvilla”, the Petron 
‘uperstation located at San Pedro, Laguna. 
4s the largest inthe Philippines and in 
Asia. There, on a daily basis a mine 
o cars drive in 1o fil pas from 52 pumps, 
‘and scores of motorists shop at "rents 
or take fast food breaks at MeDonald's. 


O Petron was the first 1o lune low sulfur 
diesel in 1987 with Petron LS Diel, 


O Petron was the first to launch a 95 octane 
‘ated gasoline with XCS (Extra Clean 
System) gasoline in 1996, 

O Petron is the first among the oil majors 
‘0 Iaunch synthetic diesel lubricant in 
REV-X Trekker, 


O Petron Gasul, the largest-selling liquefied 
petroleum pas in the Philippines for 40 
years, was the pioneer of led LPG. 

O Petron was the first Filipino company 0 
be awarded the Bronze Anvil by the 
Public Relations Society of Ameria for 
ArtPetton in its Creative Tactics 
Category: 

O Petron Tank Up and Tet is the local oll 
Jndustrys first nationwide SMS-based 
promotion. 
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PHILIPS 


Netherlands is 
the world's largest 
electronics companies with sales of EU 

billion in 2002, I is a global lear in the sa 


medical diagnostic imaging and patient 
ngle-chip TV 


‘monitoring equipment as well as 
products. hs 165,500 employe 


electronics, domestic appliances, 
semiconductors lighting and medic 
Th the Philippines, Philips 
busine 
fully employing x 


00 Filipinos. Is 
plants 

Philippine of making 

‘things bene 

century. Spe 


1E semiconductors, PD semiconduct 


systems, lighting and domestic appliances 


ACHIEVEMENTS 
Philips p 


received count 
accolad 


The 30PF9 
1wo of Philips 


from prestigious award-giving b 
LCD FlacTV™ andthe 42P 
est FlatTV 
nary Pixel Phu 
technology have been recogni 
4 European LCD TV of the Year and the 2003- 
4 European Plasma TV 


models which 
TV 


‘the year by the 
Imaging and Sound Asso 


(EISA). 


Phiips 


garnered the 2001 Best Emplo 


ins founding in 1891 by br 


vality p 


the TS16949 Certificat 


re Standard 
by the Intemational 
(ATF). a 

pancse 


h. capturing number 
arket share for DVD 
Radio with CD 
and High-Definition TV 


i been alen 
al 


y. By the 1970s, Philips 
n TV sets, 


along the way 
yew heights with breath 


ps innovative waya has heen pun 
hleved in televi 
first 10082 TV w 


digital techn 

Digital 

igital Crystal Ch 

Improved TV picture quality tremendously 
the 


Connected Home, an clectronicallylinked 


environment of communication devices and he 


eertainment appliances that w 


her 
seamlessly through wireless technology, The 
Connected Home provides cor 


nalized 


amers greater 
and 


i devices with stand-alone features, 


polarized mirror that transfers close toa hundred 


‘Available in 17, 23 and 30-inch models, the 
Mirror TV provides an array of multi-funetions 
tha goes well beyond TV programming. In hotels, 
for instance, the system can be used for bill 
payments or pay-per-view movies. It can also be 
‘used as a desktop/ workstation application. Users 
‘an link their laptops or home PCs to the Mirror 
TV with a special connector that enables the 
mirror to become an LCD monitor, providing a 
large display for presentations or for Web suring. 
All ofthese developments are the result of Philips” 
strong commitment to research. so much so that 
the company even built the Philips High-Tech 
Campus. Located just outside Eindhoven, the 
facility ix home 10 8,000 researchers of every 
technically related discipline. It is easily one of 
Europe's biggest, most advanced and best- 
quipped research centers. 


‘THE PRODUCT 
The Philips Home Entertainment System 
redefines the viewing and listening experience. 
Thanks to it, owners can now have the best seat 
the house with the magical recreation and 
realism of full-atmosphere cinemas, Is cutting 
‘edge design will make any living room the 
centerpiece of every home. 

The Philips Pixel Plus delivers incredible 
picture quality by combining state-of-the-art 
‘igtal processing technologies that improve the 
picture quality of all fits products ~ from DVD, 
‘VER and even ordinary TV broadcasts. H delivers 
image resolutions of over 2 million pixels per 
frame from any source ~ to confer amazingly 
sharp and crisp pictures with natural details ihe 
never experienced before, along with uncanny 
‘depth impression that makes pictures look more 
life-like and three-dimensional 

What's more, one can immerse his or herself 
in astonishingly realistic soundscapes, enabled by 
technological breakthroughs that take viewers 
directly 10 the heart of the action. Aside from 


these, precious memories can be forever 
preserved in unequalled digital clarity with the 
Philips DVD Recorder. 

Philips Home Entertainment Systems consists 
‘ofthe technologically superior Piel Plus TV and 
the DVD Home Theatre System complete with 
Receiver package and integrated DVD/ SACD 
player. Both combine to give you detailed and 

redible sharpness and 


Other 
Home Emenainment 
solutions can also 

include the muti- 

awarded Philips 

Plasma TV and a 

DVD Home theatre 

System that offers 

SACD multi-channet 

surround sound, ribbon tweeters a Nat and slim 
design for unbelievable picture quality and 
‘incredible theatre 


RECENT DEVELOPMENTS. 
Philips recently achieved monumental inroads 
towards consumer three-dimensional (3-D) TV 
via a new generation of 3-D displays and a new 
technology that converts existing 2-D video 
content into 3-D. A transmission scheme for 3-D 
video has been developed for broadcasts of 
actually recorded 3-D material while maintaining 
compatibility with all existing 2-D TV sets 
Philips also exemplified unmatched 
leadership in optical storage technology when it 
Introduced the world's first fully functional 
‘miniature optical dise drive ~ using blue laser 
technology. Up to Gbyte of data can be stored 
on a single-sided optical dis, which has a 3-cm. 
diameter. This matches the size advantages of 
portable devices like digital cameras, mobile 
phones, PDAs and portable internet devices. In 
effect, it is perfectly suited for large-scale 
distribution of pre-recorded 
contents. 

Looking to the future, Philips 
is actively punuing Ambient 
Intelligence; a concept that refers 10 
the aspiration of a digital 
‘environment sensitive, adaptive and 
responsive to the presence of 
people Within a home environment 
Ambient Intelligence will improve 
the quality of people's lives by 


Philips 
pioneering spirit for innovation has 
been reinforced with the creation of 
Homelab, a facility within 
research laboratories wherein 
inventions are tested by consumers 
themselves. Consumers are best 
able to evaluat the practical social 
and psychological implications of 
‘each invention, thereby allowing 
Philips 10 cleverly improve the 
products (based on actual 
preference) before they hit the 
marker 


PROMOTION 
“Staying Home Has Never Been Better” 
Epitomizing this theme, Philips has been actively 
promoting is Home Entertainment System, which 
gives consumers exceptional viewing and 
listening experiences within the relaxing comfort 
oftheir own homes. Philips’ Home Entertainment 
Systems are so widely viewed as superb that 
various professionals and celebrities who are 
dominant personalities 

in their respective fields 

have vouched for their 

remarkable features. 

Indeed, thanks to the 

superior image quality 

and amazing sounds of 

the Philips Home 

Entertainment System, 

staying home has never 

been better. Moreover, 

Philips also occasionally launches contests that 
mot only enable consumers to win Philips 
products, but also encourages them to voice out 
ought back to Philips and wo market 


BRAND VALUES 
“Let's Make Things Bener” is a slogan that deftly 
represents where Philips came ftom, and, where 
itis going. Through the continuous execution of 
‘this theme, the public has been made indelibly 
aware of Philips” unwavering innovative posture 
and style of doing business. Consumers know that 
“Let's Make Things Better” by Philips means its 
‘wanting to produce better products, better systems 
and hetter services and this s precisely the brand 
value that the name Philips evokes ~ and how it 
has come to be known 10 both Filipino and 
‘oemational consumers 

There is no substitute 40 Philips’ deeply 
ingrained business philosophy, desire and 
determination 19 make the lives of people 
better through meaningful technology. This 
represents Philips shrewd understanding of 
people and technology and how they are 
inextricably related 10 each other in our 21st 
century world, In effect, this is how people 
recognize Philips as an incomparable Superbrand 
in ts industry 


THINGS YOU DIDN'T KNOW ABOUT | 


> 


THE MARKET 
W's impossible to think of any facet of living in 
the 2st century that is not inextricably tied 10 
the rapidly changing telecommunications 
industry, The industry's relationship with 
computers and broadcast media has thoroughly 
revolutionized the way people all over the world 
live, work, do business, and have fun today. 


The (elecommunications € 
Philippines has PLDT, the coum 
most diversified telecommunica 
at the forefront of all the action, With o 


Islands ~ t least 1,000 of them inhabited — and 


Almost 85 million people, the task of keeping the 
country’s widespread population in modern 


u Pilipino Telephone 


majority of all fixed telephone lines in the 


Philippines. These two affiliate companie 
meanwhile, control age of ali 
her PLDT 
ider (ISP) Infocom 
Technologies, tne. outpaces all other local ISP 


ACHIEVEMENTS 
Throughout its 75-year history (a milestone it 
achieved in 2003), PLDT has been sy 

with Philippine telecommunications. Up until 


secounting for fully 93 percent of all 
telephone lines up to that time 
The industry's de-regulation and 


opened up the 
market to other players, but it was PLDT 
that leapfrogged development. Within 
just three years t doubled the subscriber 
base i had buih up over its f 


Some examples are, by chronological 
year during which they occurred: In 2001, PLDT 


ns in IDD 
S cents per 
tes, any time of the day, any 


ching of PLDT 
active landline 
d-bresking service allow 


new PLDT-in 


‘PLDT 


Clearly for you 


mistoRY 
On November 28, 1928, Philippine Governor 
General Henry Stim l 

ippine Legislature giving the 


n signed into law a 


that linked strategic 
in the country's three largest stands 


freating American military forces in the 
beginning of WWII were compelled u 
PLDT'» infrastructure in the 


prevent the invading Japanese from vilizing it 
The system reverted to PLDT's control in August 
1947 and in just six years, by December 1983, 


PLDT had exceeded the number of telephones it 
had in service before the wat. 

PLDT introduced its microwave system in 
196. Thee years later, it lunch a massive two- 
phase service expansion and improvement 
proram 

A milestone in Philippine elecommunication 
history was reached in 1973 when then President 
Marcos inaugurated PLDT's TV transmission 
facilities to the cities of Holl, Bacolod and Cebu, 
These TV facilities made it possible to carry 
simulcast between Manila and these places, They 
were completed in time for a live and 

he cha 


telecast tuhip round of the Asian 


Basketball Conference to excited fans in the 


Visayas region. 
th August 1993, PLOT launched ~ amid the 
its P76 billion Zero 


am, Within three years it had 


industry's liberalization 
Backlog Pro 
‘doubled the network it had built over its previous 


sok off into space, in 1996 launching 

the Philippines" first and one of Asia's most 

powerful international communications and 

broadcast satellites, Agila, through 
Mabuhay 


owned Philippines Satellite 


Corporation. Construction of the Philippines 
telecommunications superhighway designed for 
high-speed, high-capacity broadband 
transmissions began. Employee productivity was 
doubled and operations were reengineered fe 
faster and more efficient service delivery 

in 2001 PLDT introduced across-the-board 
reductions in IDD charges, which it pegged at 40 
US cents per minute to all countries, any time of 
the day, any day of the week, including overseas 


In 2003, PLDT introduced Brains Continuum, 
a new addition to its corporate portfolio of 
services under the PLDT Business Solutions 


brand. This product sa combination of software 
and hardware that protect alien's precious data 


ries by having them 


stored in digital repo 
stored in back-up sites. 


THE PRODUCT 


PLDT’s franchise extends w 


vghout the 


provide 


Through its three principal business groups, 
subsidiaries and affiliates ~ Fined Line (CLARK 
TELECOM, SUBIC TELECOM, SMARE-NTT 
MULTIMEDIA, - PLDT GLOBAL AND 
SUBSIDIARIES, MARANAO TELEPHONE) 
Wireless (SMART, TELESAT, ACeS 
PHILIPPINES, MABUHAY SATELLITE 
PILTEL AND SUBSIDIARIES), and Informatio 

nd Communication Technology (ePLDT) 


PLDT offers the largest and most divers 


range of telecommunications services aen 
Philippines’ most extensive fiberoptic backbone 
and fixed line, cellular and satellite networks. 

provided by PLDT using itera 


switching exchanges, submarine cables and 
worldwide 


Satellite systems that ive it 
connectivity. PLDT also provides digital leased 
lines for domestie and international 


communication, high-speed data transmission, 
high-performance pasket switching service. and 


private networking. 


RECENT DEVELOPMENTS 


Teletipid was re-launched with the introducti 


of Telesulit. Telesulit 
requires a higher load 
Value of P00, provides a 
Shorter account life of wo 


months” validity and one 


month reprieve to load 
but with a lower local 
call rate of PO.7S per 

The year 2003 


vessel the intdaction 
of PLDT the 
landline T 
allows subseribersto send 
and receive text messages 
to and from landline 
ile 
new PLDT-initiated 


Hype 


phones as well as m 
phones also all 
TV network-based and 


‘On June 3, 2004 PLDT and US-based phone 
piant AT&T ann 
mutual interim agreement involving termina 


rates. This allows both 


explore ways to reach mutually acceptable rates 


without disrupting delivery 10 each 


The original agreement (signed 


expired by mid-year, has now 
the validity 


extended 


PLDT has meticulously nurtured is form 


brand name, and the company's comprehensive 


through focused t-media advertising campaigns 


nd the ans. 


PLOT tei 
individual, 


taglines such as “Keeping You in Touch” a 


Throughout the years, PLDT's 


Touching Lives 


advertisements and us ther promotional vehicle 


have pulsated with poignant emotion. Moreover 
the company repeatedly conveys is strong sense 


Today, in the face of tremendous competition 
and dramatic advances in telecommunication 
PLDT persists in building these same emotional 
bridges, while simultaneously promoting the 


co fits pn 


corresponding benefits. It does so addr 
the all 


important youth sector. PLDT remains true to its 
brand's heritage while responding to the needs of 
today's more discriminating and empowered 
telecommunications customers who demand 
superior quality and total satisfaction. 

BRAND VALUES 

From the farmer to the business leader, the 


Filipino's values are PLOT's values, and his 
dreams are the company's dreams, 

Life is to be celebrated: PLOT has been 
celebrating i for years through its unprecedented 
support of culture and the arts. The struggle for 
ogress has challenge Filipinos for decades, and 
PLOT has been with Filip 


every step of the 


© Retreating American military faroes in 
the beginning of WWII were compelled 
to destroy PLDT's infrastructure in the 
Philippines to prevent the invading 
Japanese from utilizing it The system 
reverted (o PLDT control in August 
1947 and in just six years, by December 
1953; PLDT had exceeded the number of 
its telephones before the war. 

© PLDT bas boen listed in the New York 
‘Stock Exchange since October 1994 and 
is one ofthe Philippines’ best- performing. 
stocks 

© PLDT is a member of the prestigious and 
‘exclusive WorldPariners Amocintion of 
International telecom carriers which in 
1997 singled out PLDT over other 
leading global carriers as having 
exhibited the highest degree of | 
‘operational excellence for the year 


THE MARKET 
Before the arrival of Red Bull in the Philippines 
11 years ago, most Filipinos had never heard of 
the term energy drink. Energy Food and Drinks 
Incorporated, the exclusive Philippine distributo 
‘of Red Bull, thus took up the challenge of making 
Red Bull a veritable byword in the overall 
Philippine beverage industry 

Red Bull offers anyone that extra shot of 
energy to perform daily chores or enjoy an active 
lifestyle, particularly when fatigue comes ini 
play. The assurance of immediate rejuvenation 1s 
Red Buls main selling point. Besides the efficacy 
angle though, what also distinguishes Red Rull 
from its competitors is is pleasant taste. The 
erstwhile public perception that a product wit 
pronounced therapeutic values should not 
‘necessarily taste pood has been sh 
Bull's sweet, savory Navor. In 
is emily compatible withthe Filipino’ palatal 
‘expectations, Pactor in Red Bull's high quality 
and effectiveness, and it becomes effortless 
rasp the products irresistible popularity in the 

from the Batanes Islands of 

kuon to Tawi Tawi in 
Souhemmosi Mindanao, 


ACHIEVEMENTS 
The growth ofthe local energy drink industry has 
heen phenomenal since Red Hull's entry in 1993 
Immediately following Red Bull's penetration 
into the Philippines. the country's entire eneryy 
drink market size tripled compared to the previous 
year That tremendous upsurge can be aiiribuied 
In large part to the frenzied awareness campaign 
the company immediately implemented But the 
other operative factor is the prodo 
unquestionable value, effectiveness, and 
widespread applicability. Since then, 
consistent and robust growth in i 

drink business has been status quo 

Despite the economic and political 
upheaval of the year 2000 (People 
Power 1), Red Bull registered 
double-digit gains that year, I 
clearly llustated the product was 
‘quickly becoming a staple in Filipino 
life. 

Recognizing the 
potential for even further 
growth, Red Bull has 
continually expanded its market 
reach and depth by foe 

distribution. It broke 

by not limiting its 
distribution channels to conventional 
networks such as supermarket and 


huge 


Jos 


pharmacies, making it a point to maint 
consistent presence in all secondary, tertiary and 
‘other non-traditional outlets. As a result, i15 now 
‘common to find Red Bull in such previous 
‘une pected places as bus stations, aport lounges 
and the smallest of sari-sari (small, mom and pop) 
stores across the country In effect, Red Buli is 
now extremely closet achieving ss ultimate goal 
‘of being as available as soft drinks are in terms 
of distribution width and product visibility 


misToRY 
Energy Food and Drinks Incorporated was formed 
in 1993 by the Chua Family to market and 
distribute Red Hull in the Philippines. In the year 
leading up that milestone. the family had been 
actively searching for a product that wou 
genuinely capture the fancy ofthe Filipino people 
‘Red Bull originated in Thailand under the 
brand name Kratingdaeng. Before gained entry 
into Philippines. the product had already been 
enjoying wide following in many Asian countries 


family could not help but notice how successful 
the brand was in its home country. The product 
was so popular it was not uncommon for streets 
in Bangkok to be littered with empty Red Bull 
bottles. The Chua Family was thus inspired to 
leam more about the brand, as well as to examine 
how u could possibly succeed in the Philippines 
After thorough research into the Philippine 
and Thai business climates, the family saw 
amazing similarities between the two markets 
Red Bull would be a hit in the Philippines, they 
were convinced. Afer meeting with the 
manufacturers of Red Bull in Thailand, the Chua 
family formed Energy Food and Drinks, 
Incorporated The company was then accorded 
exclusive Philippine distrbutorshipof the brand. 


THE PRODUCT 
Red Bull is made of taurine, lysine, caffeine and 
‘other vitamins. This blend of vitamins and 
minerals revitalizes the body and mind after 
strenuous physical ar mental activity. Compared 
o other energy drinks in the market, Red Rul iy 
the most potent in terms of formulation and 
efficacy 

In Europe, Red Bull is consumed in a 
carbonated canned version, while in the 
Philippines and most Asian countries, Red Bull 
comes in the non-carbonated 180 ml bottle and 
can form 


RECENT DEVELOPMENTS 
‘As early as 1993, Red Bull positioned itself in 
the field of sports through participation in 
the Philippine Basketball League (PBL) 
Red Hull graduated 1o the highest level 
‘of sports participation in the year 2000 
when it gained membership ~ ax the 
‘organization’ tenth member -into the 
exclusive Philippine Basketball 
Association (PBA), successfully 
fielding a team in the co 
basketball-crazy, professional 
circuit 
Being that the PBA was, and 
sill is, one of Asia's most 
prestigious professional basketball 
leagues, this solidified the brand's 
Juminous prominence and widespread 


acceptance. The team's moniker, 
Thunder, was selected from an 
exhaustive list of thousands of names 


submitted by employees of Energy Food and 
Drinka. The name, which connotes strength and 
power, wholly embodies the team’s attitude. 
In 2004 the Red Bull basketball team 
remains a stalwart team of PBA, year after 


mnpeting and holding is own 
"upinst the league's best basketball teams. 


PROMOTION 
The day Red Bull debuted in the Phili 
Energy Food and Drinks Incorporated unl 


ressive tri-media advertising, consumer and 
trade promotions, Sinee energy deinks were 
ually unknown in the country, Red Bull's 


earhest advertising campaigns concentrated on 
exposing both the essential benefits of the 


sle who were 


product, and, targeting the po 
benefit most from consuming Red Bull. The ads 
Were so successful that a few went on to win 
awards. 

M was in 1995 when Red Bull launched its 
first nationwide consumer promo dubbed “Red 
Bull Power Trip" 
the opportunity not just to travel abroad, but also 

nesses. Anather nationwide 
motion was launched in 1997, with the brand 


The contests’ winners gained 


way one million pesos each week for 12 


mnsecuive weeks It was also the year Red Bull 


attracted popular screen siren Rosanna Roces to 

he its celebrity endorser. The TV 

an Amazon theme proved incredibly effective, as 
not only increased sales but also cemented 


mera with 


product recall 

The year 1998 was a milestone not just in Red 
Bull's advertising portfolio (but in Philippine 
advertising as well) when international screen 
hero Jean Claude Van Damme appeared as the 


product's endorser. This was the very first time a 
certified Hollywood Superstar filmed a television 
commercial on location in the Philippines. The 
advertisements catapulted Red Bull Supreme to 
ry. The 

‘campaign was so successful that despite the 
ome crisis, Red Bull sustained 


the top of the energy drink 


raging Asian 
ambitious growth forecasts for the year 


Aside from television, radio and print 


‘campaigns, as well as national consumer pro 


Rod Bull has also sponsored various activities 
particularly those related 1o sports and high 


energy endeavors. From 1996 to 1999, Red Bull 
sponsored the Rotary Club of Manila's Tower 
Awards, which recognized exceptional Filipino 
‘workers. Shifting into high gear, Red Bull became 
f the Binibining Pili 

Charities, the biggest beauty pageant o 

in the country. Winners of the pageant represent 
the Philippines in such international competitions 
as Miss International, Miss World and the biggest 
pageant of them all, Miss Universe. The brand's 
Participation in exposures normally reserved for 
more feminine products highlighted its versatility 
and all-around market acceptability. Red Rull has 


led at down- 
the-line outlets and distributor incentives. 


BRAND VALUES 
Red Bull Energy Drink salutes hard working 
Filipinos. That's why Red Bull seeks 10 
reinvigorate their minds and bodies - so the 

cope, with greater eas, with the demands of 21* 


Century everyday living Filipinos know that every 
drop in a bottle of Red Bull is packed with 
vitamins and minerals, so much so that Red Bull 
has come to in a bottle 


Inthe coming years, it will continue 1o provide 
the enengy to drive the Filipino forward. And this 
is the value of the Red Bull brand and name 

in the year 2004 an 


Filipine across the 


archipelago are fully aware, as wel 


s extremely 
confident, that anytime they need a boost of 


energy they can turn to Red Bull 


THINGS YOU DIDN'T KNOW ABOUT 
RED BULL 


O Kratingdveng, the Thai equivalent of Red 
Bull literally means “White Water 


O n Europe and the US, Red Bull is used 


is used as a mixer for local gin, rum and 
brandy 
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RUSTY LOPEZ 


THE MARKET 
‘Over the years, hundreds of thousands of savvy 
Filipino shoppers throughout the Philippines have 
found it practical to make the Rusty Lopez 


1 the first stopovers in their shopping 
mall itineraries, I actually makes sense, because 
one eventually discovers there is no need 10 
navigate farther to find the footwear or accessory 


of his or her desire. Indecs 


there are Rusty Lopez 
footwear, bags and belts For the widest spectrum 
‘of shoppers - the classically fashionable, the 
Practical commuter, or the power dresser 

The Philippines’ youthful population easily 
mehes on to the latest fashion trends. particularly 


in its mega cities. Notwithstanding, the Rusty 


ipeneration a» wel, having been an established 


mame since 1977, This provides Rusty Lopez wide 
latitude of tastes to eater to, which is evident in 
styles 


ity expansive Despite the 


proliferation: 


cheaper and less sturdy footwear 
mpetition, the 


from local and even foreign « 

Rusty Lopez brand is buoyed by the steadily rising 

demand i experiences from both loyal clientele 
i, first-time buyers 


With its population growing at an 
Philippines is a 


of over two percem, the 


compelling market for manufactures of footwear 


who combine fashion and taste, durability, and 
affordability, Rusty Lopez ix standout brand in 


this respect, and enjoys continued and enduring 


alongside foreign makes 


ACHIEVEMENTS, 
With that touch of design sophistication, as well 
as the snug, comfortable fit of Centropell 
creations, Russ and Rusty Lopez footwear hark 


to the traditions established by earlier Hala 


consultants, The exemplary performance of 
Maritalia Manufacturing Inc, the man 


these brands, 


was recognized by the local 
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Maritalia 


of Marikina City when it awarded 
Manufacturing Most 
Outstanding Small and Medium Entrepreneur 
(SME) Award 2002 

At the October 2003 Manila FAMI 
Philippine trade held 
‘conforms to accepted intemational standards -the 
Rusty Lopes brand was accorded the opportunity 


with the 


show held locally which 


to interpre the designs of foreign consultant Rene 


‘Considered keys tothe company's success are 
product quality, customer service, wide access 10 
‘manufacturers and distribution channels, and the 


ill 


‘of fixed and variable costs 


pened thew 


first shoe store, Centropell, in the Cubao Shoe 


Expo, Almost three decades tater the tandem of 
Lolo and wife Lily Lopez now sit at the he! 
a shoe b 


i renowned for as 


anes empire ths 
and marketing of quality, authentic footwear 
under the following brands: CENTROPELL 
RUSS and RUSTY LOPEZ 


vals and the marketing strategic 


While Lily engages in purchasing, as wel as the 

‘product development and design aspects 
‘Building on the success of Centropell, the 
Lopezes positioned Rusty Lopez as the brand 
‘name that rivaled the best the lacal shoe industry 
had to offer, The popularity of the Rusty Lopez 
brand eventually exceeded the expectations of the 
Today Rusty Lopez enjoys 


siding companies 


one of the biggest market shares within the entire 


Yocal shoe industry 
fis manufacturing arm ii Maritalia 
Manufactur which 
established an December 17, 1996. Maralia was 
set up in Marikina through the joint efforts of 
Filipino and lalian shoemakers. Thus, MARI for 
MARIKINA and ITALIA 1s for haly 
MARITALIA sits on a 
E. Rodriguez Avenue in Sto Nifo, Marikina Chy 
In homses state-of-the-art equipment designed for 
mass shoe production, Operating m full capacity 
Maritalia can produce as many as 24,000 pairs of 


Incorporated, was 


shoes in a month, All Maritalia machines are 
imported from Italy, where shoe production 
throughout a storied history has involved into an 
ant form today, Run by a fulltime staff of 300, 


the factory also proudly caters to employee 


The company is a member of the Philippine 
Footwear Federation Incorporated 


THE Proouct 
There is Rusty Lopez foreach and every family 
member. Consider the range: for the Men's 
€ n dress, formal, 


foot spray, 10 foot scrub and foot hygiene Rusty Lopez is capable of providing quality and 

products, and more. The matching shoccare line quantity at competitively reasonable prices. 

will sell corks and shoeshine products, among One strategy that has been adopted to increase 
iit ts the establishment of four anchor stores 


thers Rusty Lopez gave away its fee foot spray vis 
product in last year’s 

salvo Zamboanga. Before 2004 is ch will 

he reopened in SM Southmall, while 18 stand- 

PROMOTION alone boutiques are due 10 be inaugurated together 
Rusty Lopez, Centropell and Russ are favorites with 68 consignee stands. 

im ongoing department store promotions, even as More than the Christmas Season, Rusty Lopez 

‘now setheirsights noticeably focuses its sale efforts on the Hack 

active participation To-Schoo! months. Creative media exposure and 

eh 

e under negotiations, 


at key locations in Laoag, Bicol, Ozamis and 


b 


and casual shoes to sandals, Women can strut = the managing c 


npanies ha 
away with pairs of formal wear, boot or sandals. on export promotion throu 
Even children can own long lasting and stylish in trade fairs such as the Manila FAME and the strategizing guarantees. visibility on 
pairs Rusty Lopez footwear to, Allthese canbe Hong Kong show. M tboad sites, with five mo 


yor foreign target markets bi 
sories-bays, wallets andes. are Japan, other countries in Asia, the USA, the as well as print ads via newspapers and glossy 
f men's, Middle Fast and Puerto Rico. At present, the magazines, radio and TV. There is even a celebrity 


matched with acc 
Rusty Lopez products 
ladies”, children's leather shoes and sandals 


ompany has regular buyers from UAE (Dubai sponsorship program graced by very popular and 
d Abu Dhabi) as well as numerous, active much-admired personalities, And as part of the 
om UK and Australis, company's quarterly campaigns, the sales staff 


Centropell presents ladies” leather shoes and 
sandals, while Russ is a slipper brand. There are inquires 
also pending trademarks for comfort shoes and 


undergoes a change of uniform 


‘One memorable theme, 


hes Me Be Me 
was used in 2003 when Rusty Lope? launched its 
sale of boots 


cexcusive/branded footwear 


BRAND VALUES 
In late December 2003, the Rusty Lopez logo 
underwent a subile makeover to achieve a more 
youthful look. was just one of the many touches 


imended 1o enhance the 
popular brand. Indeed, Rusty 
Lopez enjoys an unblemished 
reputation for quality and 
affordability with a wide range 
fof footwear and accessories 
products for its broad market 
Its image is untarnished by 
shoddy workmanship, and is 
further bolstered by the 


Most of the raw material leather is imported 


from India, Pakistan, Korea and Taiwan while influence of its Ma 


local leather is sourced from Valenzuela or other foreign consultants and the company's 


Bulacan, The company is also constantly corresponding vestments in alian technology 


innovating with the incorporation oF indigenous machine and equipment 


materials such as abaca and Ioco weave ino ie Despite its image of being pricey brought 
about by its trend setting and high quality 


managed by ateam products, Rusty Lopez is surprisingly affordable, 


desig 
‘With the new millennium, the Rusty Lopez € 


brand has also evolved to embrace other of qui experienced employees and its footwear line offers a comfortable fit 


categories, Garments bearing the labels Nothing continually with new blood to keep the matched with design sophistication, All these 


But Chie, Sports Luxe, and Ladies and Cientlemen company 


ng, alive and innovative. Hs various product attributes are consistently preserved by 


fo the corporate wear line will soon be on display. marketing ude direct selling to the company, thus fut 


tto watch out for isthe twin launch of afoot specialty retailers, overseas importers and popular appeal and image 


cate line, “Feet In, which will carry items from wholesalers. With its own manufacturing arm, 


THINGS YOU DIDN'T KNOW AI 
RUSTY LOPEZ 


O Rusty Lopez is a brand name and not the 
name ofthe company owners. 


O Rusty Lopes’ first celebrity model was 
famed celebrity Apa Muhlach. 

O Rusty Lopez was significantly 
‘contributed to the Marikina City Local 
Government's production of “The 
World's Largest Shoes. 

O Rusty Lopez in its early years was 
actually a Boutique for GARMENTS, 
and nota SHOE store, | 


© Rusty Lopez Alimall in Cubao was the | 
first RUSTY LOPEZ boutique 
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THE MARKET 
Who doesn't like icecream? 

From kids to the elderly, everybody loves a 
scoop of their favorite ice cream. No speci 
‘occasion is complete without a gallon or two of 
their favorite flavors and no other product can 
elicit joy and excitement like ice cream does. 
Look back at the memorable moments of 
childhood... ice cream is sure to be a part of it. 

From simple, classic flavors such as mango 
‘or chocolate that everyone loves. 10 
innovative and exciting concoctions 
such as Cookies and Cream, or 
Double Duch, ice cream is a 
delectable teat joyous to the palate 

Filipinos are a festive and loving 
people who are especially fond of we 
cream. Celebrations become all the 
more special whenever ice cream is 
around, and people love giving the 
hest to their loved ones. No desert 
touches the heart of families as much 
as ice cream enjoyed together, Especially in 
today's world, when everyone is busy. fee cream 
entices the family to linger at the table - providing 
Ihem with precius moments for bonding wh 
each other. 


Indeed, this is Selecta's aim for 
family: to give happiness from the 

magie moments, everyday. The Joys that ice 
cream brings need not be limited to special 
‘occasions, as ice cream can be savored 
everyday 


ACHIEVEMENTS 
Selecta was known as the underdog that 
dreamt big and brought down the dominant 
ction that was Magnolia, At he time 
‘ofits inception, Magnolia led with 9S percent 
‘oF the market - with more than six prior 
‘decades of market experience. No one dared 
to challenge Magnolia. 
But Selecta is made up of big dreamers, 
and from its humble beginnings, it worked 
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SELECTA 


its way into the hearts of Filipinos by providing 
superior quality te cream and excellent customer 
service. l became so well loved by Filipinos that 
upon offering its shares to the public, it was 
‘oversubscribed 18 times over! 

‘Wall's the largest Ice Cream Company in 
the world - took notice of Selecta and partnered 
with the company. By combining sharp RFM 
cntreprencurship and the world-class tools of 
Unilever, Selecta Wall's Inc. was bom. 


ekki 


Selecta Creations Ice Cream Sticks 


By the year 2000, merely ten years after its 
birth, the upstart ofthe Lee Cream industy finally 
‘overtook Magnolia 1o become the National 
Market Leader. 

‘Quality something that Selecta is very proud 
‘of, Ingrained in the company’s very enence 1 
the mandate to always exceed consumers 
expectations. Such is Selectas reputation for 
Impassable prostost quality thats now exported 

uding the USA and Japan, 

On product innovation, Selecta has always 
been a step ahead and has even contributed 
significantly to the innovations in the region. 
Selecta was the first to come up with Cookies 
and Cream - a signature favor that bes 
alltime favorite, a position it mai 
to the present. Choco Peanut, 
childhood of all Filipinos, is also a Selecta 


also the only sce cream company in 
successfully manufacture the Ice 


stick format used water-based formulations 


causing the product 10 harden and cling to the 


stich. But with Selectas pioneering technology, 
Filipinas can now conveniently enjoy their 
favorite ice cream flavors in a stick. 

‘In hrand communication, Selecta ts known for 
innovative and relevant communication 
campaigns, the most recent of which depicts how 
Selecta transforms everyday moments into 
‘magical ones, Who can forget the heart-warming 

«lip ofthe child who innocenily asked 
his father, “papa, poor ba tayo 
(Dad, are we poor?) That TV 
commercial received accolades from 
merous columnists and even won 
‘awards from intemal competitions in 
brand communication within 
Unilever. M was talked about and 
praised on TV shows, in sermons of 
‘rit, and in classroom discussions, 
The greatest praise, however, comes 
from consumers. Denise Bringas, a 
pre-school teacher, sent a hand-written letter 10 
the company, saying “Ata time when families 
stitue love with what money can buy, your 
company has taken a step to bring back the values 
of simplicity and joy in the Filipino family, and 
ize the things that truly matter in life” 


misToRY 
Selecta was founded by the Arce family a few 
years after the end of the Second World War, 1s 
ice cream was famous for us ereaminess and for 
the uniqueness of coming in gold cans. 
Distribution was limited but it had strong 
consumer acceptance where it was available. 
Even hack then these qualities pave Selecta the 
promise of becoming the Superfrand it is today. 

1n 1990, REM Corporation bought Selecta and 
introduced Selecta Dairy Products Ine. to the 
public. At that time, the ice cream industry in the 
Philippines was dominated solely by Magnolia. 
Backed by the biggest food and beverage 
conglomerate in the country, San Miguel 
Corporation, the Magnolia brand was 


Selectas vision was to become the dominant 


player in dairy products in South East Asia. The 


dream was u 
thus introduced new and exciting flavors - such 


Chocolate Almond Fudge - creations that became 


signature flavors in the industry. And just ik 


campaigns were innovative and set new standards 
forthe industry 


Winning the lee Cream war, however, 


4 in ice cream, Selecta went for 
RTD ready-to-drink ) milk 


‘occurred with ice cream. Mag 


dominant force in the market ~ with Chocolat 


enjoying an 82 percent market share suprema: 


ame strategy it had in ice cream but with 
Wt entered into the milk 
and Hershey's brand 


category with Selecta Mo 


94. A yen iater, the company went in 


with the Sunkist brand. 


np Choco Peanut 


1n 1997, Selecta became the market leader in 


ioe cream in the NCR region, which accounts for 


with Sunkist in 1996, barely a year afer entering 
As a result, the 
awarded the best licensee by Sunkist Grower 


USA. That 


der for market leaders 


After an acs 


suddenly being 


The buy 


replaced by multinational And while Selecta was 


rong in Take H 


he F 
the bigger battle ahead. 


‘category. To prepare 


‘Walls Incorporated was born 


By the year 2000, a decade after starting in 
ice cream leade 
THE PRooUCT 


RECENT DEVELOPMENTS. 


employ real-life scenarios of celebrities who love 
Selecta. The company was also the first to provide 


before cof practice in the industry before 


they did it. Selecta was also the first to tap an 


media for its promotions. Recently it formed a 


BRAND VALUES 


Selecta all about inulgence- whenever anyone 


wants the best for his or her family, ts Selecta! 
Superior quality is its heritage, and the company 
recognized to be a cut above the ren. 

capsulates Solecia's objective; to elicit 


less from the Heart, 10 
Moments f 


rente Magic 


desire 10 tu wdinary days into 
Wih is pasion for exceeding the 


THINGS YOU DIDN'T KNOW 


SELECTA 


O The name “SELECTA” i a misnomer » 
‘the Arce family originally commision 
an artist 1o design the logo of their 
company named “DELECTA,” 
However, the artist crafted the logo with 
such flourish that the D looked like an $, 
and people started calling the ice cream 

SELECTA. 


O SELECTA carries the Durlan flavor ~ 
Durian is a native fruit from the Southern 
portion of the Philippines. Durian is 
extremely popular, and consumers say 
‘that Selecta pot the fruits taste perlevtly 
< complete with the texture and scent of 
‘real durian, Availability, however, ia bit 
tricky since the fruit is only available 
rom the island of Mindanao. 

O SELECTA’s oe Cream Stick iv a first in 
the world - no other lce Crenm Company 
can do it successfully! 


COMMUNICATIONS, INC. 


THE MARKET 

As of August 2004, there were already more than 

28 million cellular phone users in the Philip 

With Smart Communications being the leading 
This is a 


Wireless operator in the country 
phenomenon that gave birth to it slogan: We're 
Simply The Wireless Leader 

The company runs on the Global Mobile 
System (GSM) standard, and GSM's 
atributed to the exceptional popularity of text 
messaging. Aptly dubbed the testing capital of 
the world ing? 50 mili 


messages are sent out every single day in the 
Philippines (also as of August 2004). The majority 


is semi via cell phones with pre-paid SIM cards, 


The second major trend is the huge 


success of prepaid cell phone service 
hased on affordability, which has made 
cellular phone service accessible 10 a 
kigantie piece of the market pie, or 


with the money for postpaid packages. 
Aside ftom Smart and its other 
major competitor, as of mid 2004 the 


emire telecommunicatons industry of 
the Philippines consisted of more than 


ACHIEVEMENTS. 
To aain market leadership, Smart 
embraced technology as the ultimate 


dyer of markets developing o 
itl” applications and platforms that 
provide a continuous, steady stream of 
Innovative value-added services for 
subscribers. Alongside Talk *N Text, a 
service of affiliate company Pihel 
Smart also utilized Nanking 
strategy 
Sma 
the overall cellular market dominance 
‘of the PLDT Group, 


arketing 
a successful marketing 
which not only enhanced 
‘GSM market positio 


To cope with the Filipino’s passion 
for texting, Smart installed a muscular 
text messaging facility capable of 
handling 170 millio 


network and tapping the fiber-optic 


transmission infrastructure of its parent 
company. PLDT 


lender in the field ofw 


future generation cellular technologies. h han thus 
developed a wide ranpe of expensive. acceble 
text-based services under the umbrella of its 
portal Smart Zod 
clectronic payment service Smart M 

Smart Zed has been a huge 
market, attra 


ng young cell phone users with 


Innovative services like games, 


Money 
as the Most 


tones and logos. Smart has won 


Innovative GSM Wire 
2001 GSM Associa 


Marketing 


The 
Amazing 
World or 


Awards of MasterCard Intemational in Sydney, 


wisTORY 
Smart bull is business by “thinking out of the 
how” but cleverly sticking to the basics. The 
company began as a small mobile phone company 
intent on taking full advantage of wireless 


technologies to rapidly develop a nationwide 


telecom business. 
Cellular phones remained the core business 


and the company did not accept the 


prevailing wisdom th 
was limited to the high-end market no bigger than 
approximately 380,000 subscribers at the time 

which 100,000 had already been 
signed up hy other existing operators, 


uch more 
arket and 
targeted not only the broader mobile 


has thus taken a 


expansive view of the 


phone market but alvo the huge, unmet 


demand for fixed telephone service all 
over the county, For this purpose, the 
company offered a reliable. affordable 
cell phone service that could quickly be 
obtained, offering its service at rates 
Priceuster Plan) that went as low as 
wn erstwhile unheard of rate of P120 a 


‘month, Fo achieve this Smart opted for 
ETACS ~ a more mature technology 
that could be deployed quickly, at 
relatively low cost, and for which 
inexpensive handsets could be obtained, 

By 1997, Smart had built the largest 
subscriber base in the business 
dislodging Pitel as the No. 1 cellular 
provider in the county. In November 
1998, the First Pacific Group acquired 

tolling stake in PLDT, In 1999, 
PLDT acquired 100 percent of Smart 


through a share swap and subsequently 
acquired its LEC business. This allowed 
Smart to refocus s energies entirely on 
the mobile phone business. Smart. slong 
with affiliate company Pihel, became 
the wireless division of the PLDT 


The campaign started in earnest in 

1999, shortly after the 

any had launched! iis prepaid 

GSM service, Smart Buddy. in order to 

meet the booming demand for pre-paid 
cell phones, 


in 2004 a subscription to Smart 
Gold or Smart Buddy Prepaid offers a 
host of unmatched value added services 


and innovations such as Git Txt Service (the firs 
mobile-enahled discount designed exchusively for 


women) and ZAP! (Zoom Access Pass), the 


ever mobile menu bn 


ulcast technology in the 


‘THE ProDUCT 
Both post-paid (Smart Gold) and pre-paid (Smart 
Buddy) services provide near-landline voice 
quality. Hoth also feature wireless services 
running on SMS and wireless applications 
protocol (WAP). Affiliate Piltel runs a pre-paid 
GSM service called Talk °N Text, which utilizes 
Smart's GSM network. 

Smart also developed the co 
mobile poria for personalized wireless services 
Called Smart Zed, this portal provides Smart 
GSM cell phone users access to the Philippines’ 
most extensive portfolio of wireless data services 
that include messaging. news and information. 
ames and entertainment, mobile banking and c 
commerce, It offers vital local and global 
information ether via tent messages or WAP via 
the SMART Celfone, 
over, only Smart Zed offers both “pul 
services (in which usery access the ino 
or service by sending a hey word to a designated 
number) and “push” services (in which the user 
can pervonalize services required by 
programming Smart Zed either through the 
imoret or his Smart Celfone so that the data or 
service will be automatically made available w 
him on the days and times of his choice), 

The Company also offers Smart Money. its 


award-winning electronic payments service 
Developed in cooperation with First e-Bank and 
MasterCard, Smart Money is the world’s frst 


prepaid cash card linked 10 a mobile 
phone. It works like an electronic wallet 
imo which cash can he sent from various 
sources such as bank accounts, over the 
‘counter reloading centers or from other 
Smart Money cards. The Smart Money 
card can be used for 

payments in the approximately 20,000 
MasterCard Electronic establishments 
nationwide. Used with a Smart cell 
phone, Smart Money can also be used 
for remote payments of pizza, flower and 


other deliveries frum wherever a 
subscriber is 
‘Smart's satellite mobile phone 


service under the brand name Smart 
ACES gives the Company the largest 
digital coverage of all mobile phone 
operators. Using the geostationary 
satelite of ACeS Intemational, Smart 
ACeS covers an area of 13 million 
square kilometers in the Asia Pacific 
region. It is a dual-mode service that 
combines satelite telephony with GSM. 
n this way, a Smart ACeS subscriber can 


access either Smart's GSM network or 
the ACeS satellite in areas beyond the 
reach of Smart's network 


The Company operates Public 
Calling Offices (PCOS) called Sn 
Tawag Centers. These PCOs we 


wireless technologies GSM or satellite 
phone. especially in the remote regrons 
beyond the reach of wired or cellular 


networks 


Because wireless technologies are easy 10 
deploy, Smart rapidly installed several thousand 
(of these public access facilities all over the 
country For inaccessible areas, satelite powered 
‘Smart Tawag Centers are often the fist telephone 
services to be installed. 


RECENT DEVELOPMENTS. 
‘On August 1, 2004 Smart introduced the world's 
first and only international cash remittance 
service via ext messaging Called Smart Padala, 


‘the system is aimed at comering the bulk of the 
Icrative remittance business between other 
countries and the Philippines. Specifically. e 
million Filipino OFWs (Overseas Filipino 
Workers) who untam ly members 
in the Philippines send home a staggering six 
billion dollars annually To accomplish his, Smart 
has entered ito partnerships with several major 
‘companies that have 
Jurisdictions over such countries as the US, 
Kong. the Middle East 


Australi, Japan, Hh 
Spain and the UK. 
Smart Pasa Load (Send A Load) is also a most 
recent, revolutionary thrust and service. Through 
it. Smart subscribers can send a pre-paid load 
credi directly to another pary (family and 
fhiends alike) account. This has been extremely 


popular, particularly in view of the economic 
conditions wherein many are not financially 
privileged or successful 


PROMOTION 
‘Well-known Filipino macho actor Robin Padilla 
isthe rao, TV, newspaper and billboant endorser 
of brand new Smart Padala, while singer 


emenainer Martin Nievera, whose talent lands 
him stints in such prestigious places as Las Vegas, 
USA. is the highly-visible, very popular and ong 
time spokesman of Smart Buddy. 

Also the very latest in promos is the 
evelopment of Pasa Load’s Greet *N Load, 
through which not only can subscribers send 
someone els a pre-paid load credit, but they an 
do so accompanied by any one of three types of 
greetings: an MMS moving image, a picture 
message, oF a ring tone. tis being marketed as a. 

send it 10 your significant other" thrust, a 
bonanza where fully half the population is below 
years old. 


‘Smart Communications is aho currently 
promoting ZAP! Up Your World, which “opens 
up” a world of the coolest, most up-to-date, and 
‘mos exciting Smart downloads- wilizing the frst 

cr mobile menu broadcast technology in the 


BRAND VALUES 
Smart has successfully repositioned its brand from 
a reliable, affordable, nationwide mobile phone 
service company to the country's leading digital 
wireless service provider 

Smart Gold and Smart Buddy have been 
positioned as techno-savyy brands, offering not 
‘nly high-quality voice service but also a full array 
of wireless services that help make leisure more 
fun, and work more productive. Smart Zed and 
Smart Money have become powerful sub-brands 
that have enriched the value of the GSM brands. 

Smarts experience has demonstrat 


is no longer just a 
bener their 


technology 
companies 10 


markets 
Technology is becoming the ultimate driver of 


markets creating new services that cause markets 


to shit their preferences and behavior 


THINGS YOU DIDN'T KNOW ABO 


MART 


O Called Smart Padala, on August 1, 2004 


O The Philippines is considered the 
Seting” capital of the world because ts 


million) in 2003, an amount i is easily 
‘expected to exceed in 2004. 


THE MARKET 
Education and the working 
environment plays a good 
part of everyday life for 
billions of people worldwide, 
and with tens of millions of 
Filipinos working to fulfill 
thelr dreams. It is litle 
wonder that the demand for 
paper products continues 10 
prow 

Over the years, Sterling 
Paper Group of Companies 
has been the wp 
manufacturer and distributor of topnotch school 
and office supplies in the Philippines Using only 
the finest materials, Sterling manufactures a roster 
of trademarked products such as notebooks, 
Writing pads, specialty paper, stationery, greeting 
‘cards, photo albums, school bags, pencit eases, 
ballpoint pens, and coin banks. Most have already 
evolved into virtual household words - the likes 
of Pentel, Avanti balipens, Orions, Litle Tikes 
Toys and Aceftee Photo Album, 

Sterling paper products have always stood for 
high quality and the best valve for the money 
Only firtrate quality paper, stringent 
‘manufacturing processes and pioneering designs 
0 into every Sterling paper product, To t 
brand's valued consumers, this outstanding 
difference is what makes them choose Sterling 
over any other brand 


ACHIEVEMENTS, 
The company has stood the test of time and faced 
every economic challenge succesfully, steadily 
remaining a cut above the rest as evidenced by 
numerous judges and award-giving bodies 
honoring Sterling for its excellent paper 
production, 


garnered no 


Paper Products. Manufacturer 

003 in the 18th Annual National 

Consumers Eacellence Awards, 

Paper Products Manufacturer” Aw 
ice Awards 


tonal Consumer Affairs Foundation. 
‘Another accolade for Business Leadership 
such as the prestigious Aurelio Periquet Bus 
Leadership Award” was handed to Sterling's 
Chairman and CEO, Henry Lim Bon Liong from 
her Excellency President Gloria Macapagal 
Arroyo i recognition of his outstanding busines 
achievements and public service to civie societ 
and national development. The chairman han abo 
received the “Dr. Jose P. Rizal Award for 
Excellence” given to entreprencuring Chinese 
Filipinos who have excelled in various fields of 
disipline and made great contributions to the 
Filipino socie 


msToRY 
Sterling's roots hegan more than half a century 
ago in 1946, when a then 20-year old Lim Seh 
Leng slong with some ofn fiends set up Central 
Book Store, a small bookstore in Ch 
Manila that sold Chinese books, records ar 
‘newspapers Three years later, Lim continued the 
bookstore with his brother as 

partner and by 1989, the operations had expanded 

the manufacturing of local photo albums under 
Sterling Hook inding. the predecessor of Sterling, 
Aceftee. 

Later on, manufacturing continued to expand 
to include autograph books and in 1960, Lim 
ventured ito the importation of school and office 
supplies such as pens, marking pens. folders and 
puncher In 196, the company offically became 
Sterling Paper Products to reflect the growing 
range ofits products 

11976, Lim Seh Leng met an untimely des 


and his four sons took over the 
rowing empire's management 


along with his widow, Mrs. 
Maria Co Chiao Ti Lim, who 
continued to instill her 
husband's values of loyalty, 
obedience, patience and 
penerosity 

Soon after, Sterling 


acquired a ruling machine and 
began producing Sterling 
notebooks, which were the firs 
in the market to have covers 
with character designs. Market 
coverage also expanded and came to include 
supermarkets and department sores outside their 
strongholds in Divisoria and Avenida. 

‘In 1984, retail stores were opened in Isetann- 
Cubao, Ever-Recto, Istann-Carriedo, Tandang 
Sora, $M City Carpark Plaza and Ever Plaza in 
Caloocan City. Four years later, the retail shops 
were named Expressions. And in 1989, 
company entered the greeting card and gift 
‘wrapper business through a new firm, Straight 
Lines Intemational Inc. Sterling also ventured into 
‘other businesses such as real estate, dealerships 
and the distribution of foreign products such a8 
Little Tikes and Olympia Calculators, and even 
call cemer operations 

In response to the demand for environme! 
Mendy packaging materials. Sterling developed 
it bodegradeable paper cups business Currently, 
1 supplies paper cups to leading fast-food chains 
and coffee bars 


Today, the Sterling Paper Group of 
Companies includes: Sterling Paper Products 


Bookstore (impon 
office supplies), Straight Lines International 
(greeting cards, wrappers), SP Properties (real 
estate), SL Agritoch (hybrid rice), Expressions 
Stationery Shop Ine. (retail shop), Mart One 
Department Store, Mart One Supermarket, and 


ExCel Internet Café, and Sterling Global Call 
Center 

From just two employees in 1946, the Sterling 
Group now has more than 3,000 personnel 
Sterling Paper Products Enterprises Inc.'s 
expansion and success would be nothing without 
the strong bond that exists between the company. 
its customers, suppliers and employees who are 
considered not just business parıners but a loyal 
supporting family. This is because they have 


comprised the backbone of the company's 
strength and progress through time. 


‘THE prooucT 
When speaking of Sterling Paper products, only 
three words come to mind, Definitely High 
Quality, Sterling products are very well known 
for their unique, superior quality. Moreover 
Sterling has expanded its product range over the 
years, giving new meaning t variety and 
Tis days of solely being a photo album 
company are long gone, as Sterling is now one 
‘ofthe leading school and office supplies providers 
inthe county, From notebooks, autograph books, 
specialty paper, writing pads, photo albums, 
school hags, and pencil cases, everyone is certain 
to find what they need, while simultaneously 
being assured of the highest quality products. 
Sterling Paper Products also branched out nto 
the manufacturing of tte bags, git wrappers and 
‘reeling cards in the 1980's by launching a sister 
company Straight Lines International Ine Sterling 
Gresting Cards is the only Filipino greeting card 
brand worthy of competing with imported brands 
They touch the hearts of millions of Filipinos with 
peir warm, sweet, soothing, witty and 
fun sentiments. Straight Lines 
Intemational aso produces leaming 
materias; fun activity books, wall 
chans, storybooks, and 
educational game boards for 
children, 
Other Sterling products 
include a wide range of office 
supplies: Orions rulers, Orions 
stamp pads, Olympia calcul 
Avanti ball pens, Pentel pens 
correction materials, art 
materials, crayons, ol pastels, 
water colors, and washable 
markers, For corporate giveaways, there is abo a 
fine selection of Sterling Diaries such as the 
executive organizer, executive diary. pocket diary 
and desk calendar 
‘Only Sterling products carry well-known and 
well-loved characters. 1t all began with the 
mous Smarty wise ow ogo, which immediately 
sreated brand recall and became the primary 
symbol of Sterling products for parents and 
children alike, Other characters now include: 
‘Warner Bros“ Looney Tunes and Snoopy which 
have graced the products for the past 15 years 
Precious Moments, Suy's zao, Simpsons, She's 


Charmed & Dangerous and many other characters 
have also been decorating countless notebooks 
and paper products. In keeping with the times, 
Sterling has also incorporated some more modern 
Figures such as X-men 2, Spiderman, Ragnarok 


ul artwork themes of nature, sport 
fora designs 


time and 


RECENT DEVELOPMENTS 
‘Continued innovation and progress is seen by 
Sterling as involving the whole nation in 
sustaining its growth. SL Agritech Corporation, 
the hybrid rice research company of Sterling 
Paper Group, is engaged in the research, 
development and production of hybrid nce seeds 
Its rice varieties include SL-7 and SL-8, both of 
‘which have harvested wide acceptance and are 
in high demand by Filipino farmers all 
‘country. Farmers were able to increase the 
from an average of three tors per hectare to ten 
tons per hectare. SL Agritech Corporation extends 
its knowledge and technology to millions of 
Filipino farmers in support of the government's 
agricultural flagship program promoting the 
Philippines’ drive to become self-sufficiem in 
‘Yet another significant development is the 
Sterling Global Call Cente, Inc., a telemarketing 
and customer service company operating from the 
Philippines primarily to service the United States, 
UK and Asian countries. 1 isthe latest member 
of the Group and has distinguished itself in 
providing employment and earning 
foreign exchange for the country 
Sterling has also continued 10 
invest in technology to remain a step 
head of the competition. For instance, 
acquired software from the local 
subsidiary of SAP Germany to connect 
all of its companies. AS a result 
NP Sterling provides greater efficiency 
because super nan lne managers and 
top management look at realtime data 
to make quick decisions. The 
tmplementation of the SAP compute 
solutions for the retail group w 
accomplished simultaneously for 
Sterling Paper Products Enterprises followed by 
ts department stores, supermarkets and the 
Central Bookstore 


PROMOTION 
Sterling has remained a progressive-minded 
company over the years and has continuously 
updated ts promotional and advertising strategies 
‘keep up with the rapidly changing times 
Sterling is astute inthe way it reaches its market 
rough smart advertising. further establishing 
‘self as a trusted household name 
ig was the first company to make use 
jia campaigns in radio, television and 
print. Nowadays, the company does outdoor 
advertising such as billboards and banners. 
Sterling also makes use of press releases in 
various newspapers, seasonal print ads, 
‘commercials in cinemas, mailers, catalogs in 


prime bookstores like National Bookstore, 
POP materials in department stores like SM. 
Sterling also invests heavily on back-to-school 
advertising by holding art contests, children's 
activities and schoo! activities, The company 
sponsors special events such as fashion shows and 
‘educational activities as well 


BRAND VALUES 
Sterling's core values tle innately in the 
‘company's mission and vision. Sterling's mission 
is to be a leading company in its industry by 
achieving total quality in ts production as well 
as by fostering strong bonds with their consumers, 
suppliers and employees 

Furthermore, its vision is not only to be the 
leader in terms of sales and profits, but also in 
terms of innovation, cost-eMicleney,rightsizing, 
reducing bureaucracy and diversification to othe 
product lines and field of business in order 10 
achieve super business status in six year's time. 

1 should be noted that Sterling Paper doesn’t 
ned six years, for currently it already has all the 
qualities that make 1t an unequivocal Superbrand 


STERLING 


O Serling Is the frst paper company 10 
(mr fe guy oversee ye 


m 


THE MARKET 
The Manila Times has been an industry leader 
for more than a hundred years, even asi shone 
the brightest before the martial-law period and. 
years later, under ns present owner, Dame A. Ang. 
Who acquired The Times in August 2001. Today, 


The Times competes with more than 25 dailies, 
eight of them broadsheets 

The T ad mostly by people in the 
21-39 age 


moup. Readers are mostly 
professionals in business and decision makers in 
society. They are drawn to The Times" fir and 
incisive trealment of news. Although appreciative 
of its wide following from the youth, The Ti 

to expand its market 
newspaper 1 intraducing new editorial coment 
and other clemens wo aniract more women readers. 
age 40 and older, who belong to the A and B 
income brackets, Efforts are being made to make 
The Times more appealing to a broader market. 
For this reason, it launched the Northem Luzon 
nd the Central Luzon editions. 


determined 


The Times is now available in most major 
world capitals through partners 


prim associates. A reader can buy 


available in Manila. The quality information The 


Times prints regularly is also extremely useful to 
country's leaders and decision makers 


ACHIEVEMENTS 
After its re-launch in 2001 
a sizeable market base to become one of the 


The Times won over 


b 


m 


‘countrys largest newspapers, based on surveys 


With its aggressive marketing tack, The Times is 
headed for a higher position in the industry 

Ti was no cakewalk for The Times, which had 
to deal with cynical and cstablished rivals 
The T 


Since Mr. Ang bought The Manila Times, the 
paper has raised is journalistic excellence. N has 


from the Jaime Ongpin 
Awards for Excellence in 


Philippine Pres Insite 
To promote journalistic excellence, it 
‘established The Manila Times School of 


offer other discip 


The Manila Times School of Journalism is the 


training 10 students from day one; the only 


educational institution in the country that is run 
by professional media practitioners 

msToRY 

The Times has experienced setbacks and triumphs 


inits long odyssey, bepianing as the first English 
language newspaper in the 


That was the year 
when the Pats Conference 
convened 10 settle the 
Spanish-American war. The 
uicome of this conference would 
determine the fate of US soldiers stationed in 
the Philippines: and any news from Paris was 
going to be followed with great interest. 
Thomas Gowan. an emerprising Englishman 
residing in the Philippines, saw the business 

potential of providi 
published The Mail 
Sellner, 


e such service so he 
Times. 
The Manila 


bought the paper from 


Gowan in 1898, sold it to a group of American 
businessmen in 1902, then re-acquired it three 

Tater, In 1907, Thomas C. Kinney bought 
the paper from Seller. Filipinos started to join 
the erstwhile all-American staff sometime in 
1918. The Times roster of Filip 


no journalists 


inchded luminaries such as Maria Ki 

Kanighak, Jose P. autista, Jose Luna Castro, Luis 

Serrano, Benjamin Osias, Jose L. Guevara, 

Estrella Alfon, Cha Trinidad, Consuelo G. Abaya 
and Benigno Aquino Jr 

The heirs of Don Alejandro Roces, St sw 

ty to re-open the paper in 1945. The 


resurrected Times would reign in the Industry 
umil September 1972 when President Marcos 


declared Martial Law 
The Roces family re-opened The Times on 
February 5, 1986, days before the ouster af 


Marcos. After three years, however, the Roces 
family succumbed to the forces of competition 
and sold the newspaper to tycoon John 


Gokongwei Ie 


Early in his administration, then President 


Joseph Estrada sued the newspaper for PIOI 


publishing a story that called him an 
sodfather" to a supposed fraudulent 
deal. This prompted the management to print an 
apology “but not a retraction,” according to then 
Publisher Ermin Garcia Jr. Eventually, The Times 


under Gokongwei printed its last issue on July 
23, 1999, 

The Times eventually got back on its fet 
following its acquisition by Mr, Ang, 
with the August 8, 2001 issue carrying 
his pledge to reclaim the greatness ofthe 


newspaper 


THE PRODUCT 
The Times is a daily broadsheet with 
four major sections: Business, Life and 
Times, Sports and Opinion. The Times 
is also a vehicle for the weekly publications, 


Sunday Times Magazine and Career Times. Other 


PROMOTION business leaders forms the paper's current 


Fo the modem penod, readership hase 


The Manila The strength of the brand may be attributed 
number one to the people who put it together. The Times’ 
hlippines. The proclamation of alumni roster 1s a vital Who's Who in Philippine 
martial law history. The current pool af editors and writers 
that reign e veterans in the industry. They are led by 
down umi Publisher Rony V. Diaz, a Palanca awardee, one 


pvernment fell in 1986, ft wo on The Times staf, Besides being a writer 


When Mr. Ang bought the be is also an intemational expert on labor and 
fon was io restore employment, The editor in chief, Fred dela Rost, 


xy of The Times. To is a noted journalist. The senior editors and 


assembled some of reporters are professionals in the business. 
sds and the One testament to the strength of The Manila 
iness. Times brand is its ties 10 the education industry 


The paper was redesigned, The Manila Times Schoo of Joumalism i thriving 


Weekly specials are Tech Times and Motoring fat remained faith 


ions were introduced an The Manila Times has made a successful 


The Times business section updates readers 


‘nthe latest local and foreign economie news. N pages added. One of those changes was the foray into the Internet, the medium of the future 
also carries the highly useful classified ads introduction of regional editions, which gave this The Times is one of the first Philippine 
section, Life and Times tackles plamour and glitz national paper a local appeal and that gave it an newspaper Imemet edition. Today 
and the “finer things in life.” It carries practical edge over other national dailie ne of the top rwo most popular newspaper 
tips on such topics as home improvement and pet To increase it market share, The Manila Times websites in the country 


The other sections - business, lifestyle and with events organizers and associations 
sports - are also highly regarded for their well- As media partner, The Times is given 


written stories and specialized approach 10 media values on TV and radio, as we 
presenting information and issues of the day. The as below-the-line exposure in the events 
Times Sports section prints comprehensive it co-spom 

coverage of local and intemational sports events anire active 
Analyses of major new events, incisive columns prom campaigns 
by opinion writers and comments from readers It bu networks and 
are published in the Opinion Page The Motoring linkage s and government 
section offers a rich source of information on leaders. It conducts regular roundtable 
automobile trends, while Tech Times presents IF interviews with CEOs, Cabinet 
issues and information on the latest technologies secretaries, ambassadors and other 


and make buying decisions for their companies. discussions are reported as news and 


The Times is the flagship of The Manila Times features in the p 


monthly magazine for overseas Filipino contract grew up reading The Times. was founded on October 11, 1898. In | 


2004, The Times will celebrate its 106th | 


3 At one time, the paper was owned by 
former President Manel 
with other Filipino businessmen, They 
sold it in 1921 to George H. Fairchild, a 


former Hawaiian senator 


> Gen. Carlos P. Romulo, the first president 
ofthe United Nations General Assembly, 
was at one time a writer and editor of The 
Times. Benigno “Ninoy” Aquino, former 
senator and national hero, was a 


O The Manila Times is available in most 
major capitals around the world on the 
same day it's printed in Manila. This is 
done through a partnership with three 
‘multinational print associates based in 
Europe and North America, 


O The grandfather of owner Dante A. Ang 
used to work as a typesetter for a sister 
publication of The Times, the Spanish- | 
language La Vanguardia. | 


THE MARKET 
Demand for ladies’ undergarments is extremely 
evident today with women the world over 
regardless of age, shape and size seeking not just 
siyle 


and superior quality but also ultimate 
‘comfort when t comes to intimate apparel. 
‘Over the last century no 


‘other brand has 
represented the uncompe 


ising delivery of these 
qualities more than the Triumph label. Triumph 
products are designed to fit any w 


casual affairs, or formal executive meetings. Is 
product line is comprised of a full range of ladies 
unden 


put a premium on fashion. comfort and quality. 

To resohutely sustain leadership init industry, 
Triumph’s global design team produces 
6,000 new styles yearly, 


As a result, Triumph International products have 
always heen a market leader and have shaped! ts 
industry's tends in Europe and Asia 

Given the world's burp 


ing population, ts 
growing sophistication as well as the ever 
increasing education, 


scale 
is virtually limitle 


Triumph’s contemporary market 


ACHIEVEMENTS 
Unlike Triumph 
companies have managed to remain in 


of immense success. Triumph 
International's unwavering focus and 


remained 
intrinsically unchanged throughout its 
history, The company make 


‘imate apparel that looks and feel 


wonderful. 
Much of Triumph’s success in the 


establishment ofa brand name renowned 


on a global scale is anchored on the 
company’s foresight and carly resolve 
beyond ns 


before 
globalization became what 1s now an irreversible 
trend, Triumph grew by competing aggressively 
with es 


mal borders 


ly overseas initiatives 
This has resulted in Triumph International 
becoming Europe's higuest lingerie manufacturer 
nd a leading garment maker throughout the 
‘world. With sales of aver USS 1.7 billion in more 
than 150 counties, production output of over 200 
milli 
worldwide. 


units annually, and over 36.000 employees 
Triumph is indubitably a worldwide 


16 


company to be reckoned with in 


ns industry 

brand 
where it has been making 
the Asian fi 


Triumph is likewise the leading 
throughout Asia. 
intimate apparel f 


40 years 


and where it has extended its reach 10 


the planet 
India and China 
The company’s historical record proves that 


it will continue to make an impact on these vast 


rations and grow even further, particularly with 
‘campaign in 2001 ~ a stunning intimate apparel 
and 80 tonnes of 


cities in China and 


aveted through 3 
The splash made 
on Triumph created and received, t 


‘equipment 


merited it an entry imo the Guinness Book o 
Reonts 
msTORY 
Like many success stories, Triumph's tale has 
humble beginnings. it all started in a bam in 


Germany in 1886, where Gouttied Spiesshofer 


and Michael Braun first set up a corsetry 
manufacturing operation with just 2000 


The 
founders established 


philosophy that 


this very day. By 
1902, "Triumph" hs 
been officially 


registered as their 


trademark 


re 


towards international 


years old, establishing 
Zurzach. 


shop in 


is financial headquarters 
remain. By 1930, 
Triumph had become the 
largest corset 


By the 1980's Triumph was re-christened 


Triumph Imernational”, a name that by then 
aptly reflected its worldwide stature as well as 
the 6,000 employees it already had. What 
aio countries soch 

aly Belgium and Norway With these 
ok is place as 


ad, 
followed was rapid expansi 
as rita 


successful entries, Triumph thus t 
Europe's t 


world by presenting the bigest fashion show ever 


for ladies" underwear in Berlin that was attended 
by leading fashion journalists from around the 
world, The took 


underwear out of the closet and onto the world's 


In 1960, with i 
Hong K 

Neded expansion into the Astan 
market began in eamest. By that 
year, the Triumph workforce had 
grown to 14,000, 


ng. the seed for full- 


Soon the company had 
independem subsidiaries. for 
swimwear, daywear and 


nightwear, and was utilizing new 
technological development such 
od high frequency 

which were 
traditional stitching, 
groundbreaking 


as molding a 


These 


techniques revolutionized 
appearance and provided much 


wider latitude for Triumph 


Rapid 
continued. thereafter, 


licensing agreements being established in S< 
America, Canada, New Zealand, Koea and 1 
People’s Republic of China. Triumph 
snphatically celebrated its 100th anniversary 


1986 by acquiring the famous French fashion i 
brand, HOM, Almost 125 years after its birt 
company, managed by the direct descendant x 
its two original founder 
way in its role as Europe's largest linger 
facturer, setting trends and creating new Mu 


company is repn n almost every e a 
in the world, producing and marketing f n 
THE PRODUCT i 
More than 200 designers from a 
assuring modem blends of fabrica that provide ab 


Maximizer 


than 10 mil 
in Asia 


RECENT DEVELOPMENTS 


whether 
al model 


BRAND VALUES 


2 Triumph recorded sales of over USS 1 
billion in more than 150 countries, 
production output of over 200 million 


mployees worldwide to date 


1 380 independent dealers in the 


one of best known, best-loved 


briefs ever, have been sold in more than 


THE MARKET 
Universal Food Corporation (UFC) manufactures 
and markets a wide range of high quality 
condiments, These include Catsup, Sweet Chili 
Sauce, Hot Sauce, Vinegar, Soy Sauce, Oyster 
Sauce, Barbeque Sauce, as well as powdered 
{avorings of Tamarind and Guava, many of which 
are considered essential in many Filipino 
dishes. 

But what UFC ìs most famous for is Banans 
CCatwup, This is a unique produet to the Philippines 
proudly described in the brand name - UFC Tamis 


Anghang meaning sweet and spicy. In fact, only 
in the Philippines will one find banana catsup 
vastly preferred over tomato catsup, So 
popular is UFC Tamis Anghang Banana 


ue 


JFE $ 
i 
TAMIS-ANGHANG 
The No. 1 Catsup. 


Catsup that since its inception, t has retained 
the number one position in the catsup market 
Ms taste is simply the very best, yet it is 


always affordable, and UFC consumers 
know they are petting real value for their 


The popularity of UFC Tamis Anghang 
Banana Catsup continues to prow The brand lads 
hs industry in sales growth every year 
Fortunately what was the world's best kept secret 

Philippine-produced UFC Tamis Anghang 
Banana Catsup - has been discovered 
imemationaliy. UFC now exports to the U.S. 
Middle East, Europe and other Asian Pacific 
Countries, where i has been and continues to be 
enthusiastically received 


DIP IN AT. 
COOK 


ACHIEVEMENTS 
From its humble be 


mings in 1960, when a 
business owned by the Reyes family named UPC 
Holdings first marketed and distributed another 
catsup brand, the company has become the largest 
catsup manufacturer in the Philippines, and 
the world’s largest manufacturer of banana 
catsup, 
Ask any Filipino coming ftom the broad € 
waket spectrum what his catsup brand is, and 
the most likely answer is UFC. In fact, UFC has 
become so synonymous with catsup, that almost 
7 out of 10 households name UFC when asked 
the question, what's the brand they use most 
ofen? 


Aside frorn hanana catsup, which accounts for 


more than 90 percent of total sales, UFC markets 
‘other popular red sauces namely Sweet Chili 
‘Sauce and Hot Sauce, 


wisToRY 
Although using banana as catsup base was 
‘developed by Dr. Magdalo Francisco as early as 
1942, the effects of the Japanese occupation and 
resulting postwar problems delayed banana 
‘catsup's widespread acceptance until the late $s 
In 1960, the Reyes family of Bulacan 
incorporated UFC Holdings as a marketing and 
distribution company for the catsup brand 

Mafran, developed by Dr, Francisco himscit 
In 1969, UFC decided to manufacture and 

irket its own brand of 

scipe that blended sweetness with the 
avored by the Filipino 


sup, made out of a 


unique 
taste of chili 


palate. They named it UFC Tamis Anghang 
Banana Catsup and it was an instant hit among 
Filipino consumers. 

in 1974, the Reyes family sold their interest 
to Bancom Development Company represented 
by Augusto Barcelon, Under ihe new 
management, UFC continued to be one of the 


fastest growing food manufacturers in the 


sd products were 
imroduced, expanding is range 

In 1996, UFC was acquired by Southeast Asia 
Foods, Ine. (SAFI), a company owned by a group 
‘of Filipino businessmen led by Mr. Joselito D. 
Campos Jr st of the wo 
compames, 


The resulting men 
SAFL-UEC, became the largest 
manufacturers of condiment product» atthe time 
M boasted of the biggest name brands in the 
market Ike Datu Putt, Mang Tomas, and Papa 
Catoup, among others. 


THE PRODUCT 


UFC Tamis Anghang Banana Catsup is a sweet 


apley sauce rooted in the Philippine invention of 
Using banana puree as base for catsup. The 
Philipines produces bananas in abundance. For 


‘centuries, they have been a staple. either as raw 
Trust or cooked in a horde of diferent ways, When 
used to make catsup, bananas provide a rich. 

endi natural 


wana used In UFC Banana Catsup is 
of the Saba variety (Musa Sapiemum) only 
available from Southern Mindanao. ts unique 
in appeal oF UFC Ranar 

lded specially 

selected spices, chili, sugar and vinegar ~ all 


Navor constitutes the n 


Catsup. To the banana base is a 


blended to bequeath a rich, sweet-and-spicy 
Navor that is perfect far dipping. adding to cooked 
dishes, or directly mixing in with the other 
ingredients of compatible recipes. For instance 
Filipinos consider it a perfect base for spaghetti 

sauce and other 
The fact that UFC Tamis Anghang Banans 
Catsup is the largest selling catsup in the 
Philippines is clear indication that t is the best 
Not only does it taste bener than others, but it is 
aho very affordable, Consumers purchase UFC 
Tamis Anghang Banana Catsup for is taste and 
many still do not yet realize it is also heath 
beneficial. This is because UFC fonifies their 
catsup with two essential vitamins. Vitamin A is 
ack of which can significantly 


ed-sauce dishes 


diminish body resistance or even lead to 


blindness. The other is vitamin B6, very much 
ceded to reduce the body's cholesterol levels and 
thus the probability of heart disease 


HEALTHY 


NA CATSUP 


RECENT DEVELOPMENTS. 
{In May 2000, a most exciting development took 
place when the company signed a join venture 
agreement with the global food piam, H.J. Heinz 
IS. The joining of hands of the world’s 
manufacturer of tomato ketchup and 


the world’s number one manufacturer of hanana 
catsup ensures a vens sng position nthe market 


for years 1o come 


This joint venture, known in the Philippines 
as Heinz-UFC Philippines, includes technology 
transfer agreements that will allow UFC to remain 
atthe forefront of manufacturing processes and 
product innovation 

In 2002, the two-in-one tomato saue 


combination of rich. red tomato sauce and 
a spicy banana catsup with lycopene, 
packaged in 368g tin cans, was introduced. 


PROMOTION 
Tri-media is used extensively, with television as 
the primary medium of advertising utilized 10 
effectively reach consumers. The brand had a 
major re-launch in 1999, which re-introduced 
UFC as the “Healthy Catsup” by virtue of its 
fortification with two essential vitamins 
Vitamins A and B6. 

Aside from its fortification thrust, UFC also 


heavily promotes its versatility as a dip and 
cooking catsup. The cooking campaign has 
dramatically altered the perception of consumers 
(thatthe product is merely a dipping sauce), by 
‘clearly demonstrating its superb qualities when 


used in cooking. A series of advertisements were 
shown, demonstrating the use of UFC Banana 
Catsup in four of the most common dishes 
Filipinos cooked. The selected dishes were 
Spaghetti, Menudo pork stew), Afritada (chicken 
ew) and Caldereta (beet stew). The 
demonstrations clearly showed that by adding the 
unique “tamis-anghang” favoring, these 
‘otherwise simple dishes could be elevated 10 
fourmet standards 


BRAND VALUES 


For over 38 years now, UFC Tamis Anghang 


Banana Catsup has been a condiment icon 


widely available in supermarkets, grocery 
stores and sarisari stores all over the 
Philippines 

The UFC distinctive logo ensures that UFC 


Tamis Anghang Banana Catsup is easily located 
cn crowded shelves despe the fierce competition, 
Millions of Filipinos prove their love ofits taste 
by making UFC Tamis Anghang Banana Catsup 
the market leader, year afier year. 

UFC Banana Catsup has eared such trust in 
the Philippines, that hardly a Filipino dining table 
is complete without t. Indeed, UFC isthe catsup 
‘ofthe Filipino, something that no other brand can 
claim. UFC has been a 
Superbrand in the Philippines, and it won't be long 
before i is considered s0 im other paris of the 


For many years, 


THINGS YOU DIDN'T KNOW AB 
urc 


O UFC Tamis Anghang Catsup is the best 
‘selling catsup in the Philippines. 


O aly in the Philippines will one find UFC 


Tamis Anghang Caisup vastly preferred 
over tomato catsup. 


O In 2002, the two-in-one Tomato Sauce, a 
combination of tomato sauce and UFC 
‘banana catsup with lycopene was 
‘introduced. 
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Wanot about banner ads, nor about a million and 
sh terms that only the wired and wireless 
can understand. 1's not even about ath 
the dot, Rather, it's about b 
and connected, not 49 mention about being in 
‘ou arriving with prace, being human and abe 
‘Mating and ending with nothing else but the most 
hasie: YEHEY! 

YEHEY! i the f Pilipino 
expression of Joy and excitement, one that a six 
year old pleefully sereas when rewarded a candy 
bar, the he ls upon receiving 
their high school diplomas, the fervent whisper 
of a man afer a successful mariage proposal 
the word that grandfather utters when bis fn 
‘grandchild is born, YEHEY! is the 
powerful words, an expression communicated and 
understood by each and every Filipino- here, and 
around the world. 

Making YEHEY a website was no easy fent, 
but to the millions of users today who look fo 
anything in or on the Philippines, YEHEY! 
unequivocal haven serving the widest audience, 
having the larges 
database of Philippine 
based information, 
breeding 


damental 


the largest 
me community of 
more than 250,000 
members, and creating 
compelling reasons for 
each user to be logged 

19 YEHEY! every 
single day 

To understand just 
what the YEHEY! 
website is all about, 


E 
etl 


yourintern i 


imagine, for instance, a cable 
network that carries ‘multiple 
channels ~ each of which 
precisely addresses a different 
audience. The 

channels such 


ake the 
a mulitude 
of end users. YEHEY! operates 
the same way; it has different 
hannes that cate to cach unique 
market segment, addressing 

information and comm 
needs across an extremely bromt 
audience of seven 10 75-year 

‘olds 

A cable network does not 
produce ts own shows and neither does i write 
or direct the films or documentaries it airs. To 
ather the widest rar on, cable 
networks have diferent content providers. Is 
‘ot unusual for a cable network to have several 


ge of informas 


mews providers operating under differe 
channels; varous cartoon series under one 
channel and even several sports stations for 


overage of aach end every spont. YENE 
Operaen ne we way, pater te bout ocd 
provider ja enc feld of imete and ou 
that into a particular channel The VENEY News 
channel for example, han nia naiona newpaper 
tm board nd four i jani 
provider. ‘That's equal we. mes he 
Inlcrtion one could gt om wechng et 
o'clock news on cable TV. One woul h 
‘ach fur hanes simultane match te 
Nohune of news that canbe fond M 
YEHEY News 
To undead how a serch engine wota, 
Wink of M as a quasiiibearian with robotit 
Prowent Everyday, ENEY! vonds out sands 
web crete wo do te Jeb of “erutas 
ibe web fo intonation 
othe Palins ot 
y inal made by 
Filpincs Filipe 
rth end oe 
ay, these creer 
bring the y's cach 
beck, sbmiting the 
i i 
edion who then pore 
though the data and 
select newn aces 
Be placed on the 
YEHEY scar wells 


‘hose to be sent back to the World Wide Web. 

This is just one way in which sites get to be 
featured on YEHEY! A second is vin Voluntary 
site submissions, where anyone can submit his 
oF her own website to be stored in YEHEY! 
simply by clicking the site submission link on 
the YEHEY! site and following the simple 
‘instructions ther 

At present, YEHEY! has over 100,000 
sles in its database, that number growing by KSO. 
new ones every di, With aver $00 categories 
to choose from, YEHEY! beats by more 
than ten-fold a typical schoo! library that carries 
roughly 2,000 pieces of Philippine information, 


y 


* 
yourinterne’ 


style 


moviestemusic 


From its humble beginnings as a college garage 
‘experiment in 1996, YEHEY! rapidly prew into 
a powerhouse portal with a stable business model 
operating on lucrative ground, uncommon for 
many websites that have succumbed to the dot- 
com crash 

YEHEY! reinvented itself fom being a mere 
search engine back in 1996 to a portal that offers 
different channels catering to individual market 
segments, e-commerce facilities where 
reload their cell phones credits online, purchase 
diverse merchandise such as flowers and paming 
loads, partake of free e-mail and forums, 
subscribe to newsletters, and chat 

all the while not losing the excellent search 

engine function that YEHEY! originally began 
with, 

YEHEY! pioneered ma 


nllestones in the 


Jocal internet industry, The year 2001 saw 
YEHEY! become the first and only non-bank 

ember of BancNet (the largest ATM consortium 
in the Philippines). Through this tie-up, five 
million BancNet ATM members can now use therr 
ATM cards on-line. This breakthrough did not go 
lunnoticed. In 2002, Microsoft Corporation 
bestowed YEHEY! The Ner Application of the 
‘Year for Asia and the Pacifie Award. YEHEY! 
bested 300 competitors from all over the region, 
inthe process becoming the only Philippine entity 
10 win the award, 

YEHEY! also saw the advent of the 
AdVenture Series, a bi-monthly conference 
conducted by YEHEY! in cooperation with some 
fof the industry's most knowledgeable speakers 
to spearhead the growth of on-line advertising in 
‘the county. Through this effort, YEHEY! is now 
the recognized leader in on-line advertising 
industry 

The growth of the company has been 
‘astronomical. In terms of customer patronage, the 
average user today surfs through ten pages of 
YEHEY! That's up five times from 1996 when 

average was one oF two. In 1996, registered 
embers amounted to a mere 10,000, Today there 
are 225,000 worldwide. 


misToRY 
Itali started with five college fiends from Ateneo 
with a bright iden that sparked a dream, 
YEHEY! was created to be the website that 
catered to the information and communication 


‘eds of Filipinos o 
selection 
‘Starting with just throe computers and cardboard 
boxes doubling as chairs, the company has 
evolved into a seasoned industry player that offers 
Fili n users world class 


THE PRooUCT 
Apart from its comprehensive 
search engine function and the 
such, there are two other major 
facets in the range of ser 
YEHEY! has to offer, 
On-line Adve 
(sw yehey comiadvertise) 
‘On-line Advertising has taken on 
a new dimension of width and 
epth not before experienced in 


sing 


the Philippine advertising 
landscape, YEHEY! provides 
end-to-end marketing services 


{that offer customized solutions 
including comprehensive 
creativity on storyboard writin 

design work and actual 
application ~ aimed at building 
brands online and catering 10 
advertiser's specific needs. 
Whether the clients objective is 
brand awareness or action in the 
form of traffic conversions, the 
‘expertise of YEHEY in the field 
always deliver results. The large 
membership base of YEHEY! as 
well as the number visits the ste 
elicits, advertisers 


Treat Yourself! 


Omt 1005 of your day informational ahve with EEY COM 


‘maximized exposure for their products 
and services, 

PayPlus+ (eww payplus.com ph) 
The other is online payment enabling 
system, called PayPus*. The PayPlus+ 
ATM "payment gateway is a 
revolutionary system developed by 
YEHEY! that let's users pay on-line 
using their ATM cards. Currently 
PayPlus+ accepts BancNet ATM cards. 
There are currently six banks that are 
part of the PayPlus* system. They at: 
Metrobank, RCBC, RCBC Savings, 
China Bank, Chinatrust and Allied 
Bank, 


RECENT DEVELOPMENTS. 
Globe Autoload via YEHEY! 


Aviol 
slectronic lading service 
Globe Handyphone and Touch Mobile 
users all over the world to reload Glade 
and Touch Mobile Prepaid credits 
“directly w their mabe phones using the 
intemmet! All they have to do is access 


the Autoload website and pay their 
‘ret using Pay Phas- The load will be 
credited directly 10 their prepaid 


[BRAND VALUES 
YEHEY! has gone through multiple progressive 
moves in its history. Aside from redesigning 
logo to capture a 


and young mage. 
‘Your Inemet 


YEHEY! intoduced its bathe ery 
Lifestyle 

TEAMYEHEY! works around the clock 10 

keep the excitement of the site at heightened 

rendy 

and 


level for all its loyal users. It caters to a 


audience requir 


communication delivered in a lively and fast 
paced fashion, addressing the communication 
stret between the site and its users that is basie 
and essential. Online action has 40 be kept at a 
captivating level so that users always find new 
and more reasons to bring YEHEY! into their 


daily ives 
The slogan “Your Imernet Lifestyle” captures 
the overall passion that is the very character of 
YEHEY! N is abso the driving force that keeps 
the team on its toes. Delivering YEHEY! online 
isthe job the team exemplifies, so much so that 
for both the company and its faithful users, 
everyday becomes a day to log onto YEHEY? 


THINGS YOU DIDN'T KNOW ABOUT 


O YEHEY! once arranged a dream date for 
‘one of tits users by perunding a female 
‘ser to give ome of its male users another 
‘chance. YEHEY! paid for the entire date: 
Wining. dining. lowers, limo and all! 


O YEHEY! receives an average of 25 
million page views monthly. If YEHEY! 
were a library and it categorized its 
{information into books at 100 pages per 
boak, 20 million page views would be 
equivalent to 7.000 books of information 
viewed by users everyday! That's the 
equivalent of reading 277 pages of 
information per minute by users around 
‘the world. 


O Every month, close to one million users 
visit YEHEY! This makes YEHEY! the 
‘owmiber one Philippine Search Engine 
‘and Portal. 


